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fore Effective, — 
RDGA Is Told 


Display Meeting Hears 
Plea for Cooperation 
With Ad, Sales Staffs 


CH1caGo—Speakers at the first 
mbined meeting of the sales pro- 
btion division and new visual 
rrchandising group of the Na- 
al Retail Dry Goods Association 
| week emphasized the necessity 
getting more sales from present 
s promotion expenditures, trim- 
ng the frills and securing better 
es promotion teamwork. 
lector Suyker, president of The 
r, Chicago department store, 
ned the two-day meeting Mon- 
with a brass tacks talk in 
ich he said that promotion ex- 
bse henceforth must be rigidly 
trolled. From now on, he said, 
Es a budget is set, the sales 
motion executives should ob- 
ve it. 
We criticized lack of teamwork 
ween many sales promotion 
agers, advertising managers 
# display directors. He suggested 
t they give more attention to 
moting the store as a whole 
that they be critical of all store 
vities that promote the store. 
le cannot all of us have public 
htions experts, research divisions 
the like,” he said. “To me all 
this is a part of sales promotion.” 


Mr. Suyker also decried “adver- 
ments that lack the selling 
ch necessary to produce sales.” 
said that admen “have not gone 
ip enough in discovering the, 
ing points that will make the 
ticular advertisement sell more 
dis. All too often you forget 
| newspaper advertisements cost 
t of money and that even the 
llest space should receive the 
t careful preparation. 

| deplore the present day trend 
ards price alone as a basis for 
Ss promotion,” he asserted, “‘es- 
ally when I see that in these 
aming price claims the values 
nany instances are not better 
ire regularly sold in other 
’s and ours. 

isplay departments are no- 
us spenders,” he added. “I 
ve too much money is used 
isplays that do not sell goods.” 


illard H. Campbell, vice-pres- 
t and assistant general mer- 
dise manager, Schuneman’s, 
aul, Minn., said that 1949 will 
rd retailers who analyze, plan, 
ure, promote and sell what the 
le want if the price and qual- 
re right, if it is promoted ag- 
ively, consistently and cor- 
y, and if it is intelligently, 
rely and helpfully sold. 

lso pleaded for a smoothly 
‘inated merchandising, ad- 
Sing and selling team. Retail 
hess this year has leveled off, 
rontinued, not because cus- 
Hs are without purchasing 
Pr, but because they believe 
“prices are too high, that mer- 


(Continued on Page 40) 
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MAKE US PROVE THESE STATEMENTS! 


Be Your Own Text Driver 


Wash /// 
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NASH TEST—Nash Motors and its Mil- 

waukee dealers are splitting costs on 

newspaper ads like this offering demon- 

strations and proof of economy. Nash 

will use the idea nationally if the Mil- 

waukee test hikes sales. Geyer, Newell 
& Ganger prepared the copy. 


Nash Testing 
Demonstrations 
in Milwaukee 


Mi_LwavuKEee—Nash Motors di- 
vision of Nash-Kelvinator Corp. 
has started a _ six-week $7,500 
demonstration test here using cou- 
poned ads to pull in customers. If 
the campaign is successful, similar 
efforts will be made in all markets. 

Ads challenge readers to “make 
us prove these statements’: (1) 
“Nash Airflight economy is up 
to 30% greater than in any other 
full-size car”; (2) “Nash gives the 
smoothest, most silent ride you’ve 
ever known”; (3) “Nash roominess 
and comfort are unsurpassed by 
any other modern car.” 

Coupons in the ads running in 
the Milwaukee Journal and Sen- 
tinel offer a “demonstration 
cruise” at any specific time re- 
quested by the reader, who is 
asked to “kindly confirm by 
phone or mail.’’ Coupons are to be 
mailed to any of five Nash dealers 
listed. 


ws Two-thirds of the campaign 
costs are being paid by Nash 
(Continued on Page 8) 


A Fragrant Bouquet 


for some perfume copy. 
See ‘Creative Man,’ 
Page 34. Other features: 
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Adman ‘X’ Says 
Lofty Principles 
Disappear Fast 


Agency Head Picking 
Agencies for Client 
Blames Ignorance 


New YorKk—Last week AA re- 
turned to one of its favorite stories, 
about the anonymous advertiser 
and the anonymous agency that 
are picking other agencies to han- 
dle segments of the advertiser’s 
multi-million-dollar account (AA, 
June 20). 

AA wanted to know if an agen- 
cy selection had been made. “No,” 
said the agency president involved 
in the unique venture, “but we’re 
close to a decision.” He told AA 
that the information—officially, 
and with names—would be forth- 
coming shortly. 

The reporter asked the agency 
president how he, personally, felt 
about the whole situation. 

“I’ve solicited business myself,” 
he replied, “and I know the re- 
action I’ve had when our agency 
hasn’t received the appointment. 
I’ve felt depressed over the lack 
of insight and intelligence on the 
part of so many advertisers.” He 
added, in a depressed tone: “In a 
very short while, I know that at 
least a half-dozen agencies are 
going to feel that way about me, 
and a number of the agencies that 
will feel that way are run by peo- 
ple who are, right now—but who 
probably won’t be when they get 
the news—good friends of mine.” 


se AA wanted to know on what 
basis the “winning agencies”? would 
be decided. 

The agency president sighed and 
said he wished AA wouldn’t use 
the term “winning agencies.” “This 
is not a contest,” he argued. “I 
have done my level best to keep 

(Continued on Page 43) 


TV, Newspapers Boost 
Sales Jointly: Jones 


New OrRLEANS—Television will 
help and not hurt newspaper ad- 
vertising, Duane Jones, head of 
the New York advertising agency, 
told the Newspaper Advertising 
Executives As- 
sociation here 
Tuesday. He said 
that experience 
has proved that 
radio and news- 
paper advertising 
work better to- 
gether than’ ei- @ 
ther medium! 
alone, and he ex- 
pects this to be 
true of television. 

“One thing we 
have found after 14 years’ experi- 
ence,” Mr. Jones said, “is that 
when offers are made on daytime 
radio, we can expect X amount 
of returns, and that when the same 
offers are made in newspapers, 


‘N. Y. Times, 
4 Other Dailies 
Leave ANAN 


New YorK—With the current 
resignation of the New York Times 
and four other basic participants 
—the Birmingham News and Age- 
Herald, Indianapolis Star-News, 
San Francisco Chronicle and To- 
ledo Bla@e—directors of the Am- 
erican Newspaper Advertising Net- 
work will meet here July 7 to 
chart the future, if any, of their 
three-year-old organization. 

Withdrawal of these five brings 
ANAN’s basic list down to 33. 
Other newspapers also have been 
reported to be leaving. 

A member of ANAN since the 

(Continued on Page 41) 


Duane Jones 


Last Minute News Flashes 
Tatham-Laird Adds Good Luck Margarine Account 


Cuicaco—The John F. Jelke Co., Lever Brothers division, has ap- 
pointed Tatham-Laird, Inc., to handle advertising of Good Luck mar- 
garine, in addition to the salad dressing portion of the business, which 
it took over last winter. Young & Rubicam formerly handled both of 
these product divisions. Tatham-Laird will ready a national ad cam- 
paign for Good Luck this fall and will handle an intensive program to 
launch Good Luck products in Southern California. 


Frankfort, Schenley Promote Price Cuts 


New YorK—Realignment of liquor brands in price brackets speeded 
up last week as Frankfort Distillers pulled Hunter’s price to $4.05 for 
a fifth, shot ads into newspapers of 75-100 cities, and lined up August 
issues of nine magazines to carry price copy. The company planned to 
price the blend in the big volume field as soon as it had sufficient 
stocks. Hunter previously was comparable in price to Four Roses. At 
the same time, copy began running in New York, New Jersey and 
Connecticut for Wilson, a brand that disappeared during the war, at 
$3.61 a fifth. Both brands’ advertising is handled by Owen & Chappell. 
Schenley’s Gibson Distilling Co. cut Selected 8 from $4.40 to $4.05, an- 
nouncing the reduction in more than 100 newspapers, through Grey 


Advertising. 


Pursettes Tampons Test Starts in August 

TANEYTOWN, Mp.—Sanitary Products Corp., through Goold & Tierney, 
New York, its newly appointed agency, will begin testing Pursettes 
Tampons in newspapers in three markets in August. 


(Additional News Flashes on Page 41) 


we get another X amount of re- 
turns. But when we use both me- 
dia at the same time, in collabora- 
tion with each other, we find we 
get 3X number of returns-——which 
shows that in the past radio has 
been a big help in increasing the 
effectiveness of newspaper adver- 


Other news of the NAEA meet- 
ing appears on Pages 2, 6, 38 and 
42. NAEA photos in this issue sup- 
plied by New Orleans Times-Pica- 
yune and States and New Orleans 
Item. 


tising and, conversely, that news- 
paper advertising has added great- 
ly to the effectiveness of radio ad- 
vertising. 

“In other words, when people 
see a message in newspapers and 
hear it over the radio, they believe 
it all the more, and the manufac- 
turer gets an extra 50% return. 


a “Many of you will remember 
that when radio first began, news- 
paper publishers were inclined to 
look upon it as a competitor and 
something they should not foster. 
But actually it was not so much 
of a competitor—it turned out to 
be an auxiliary, improving the to- 
tal efficiency of all advertising. 

“I have reason to believe that 
the same thing will be true of 
television with respect to news- 
paper advertising, and that it is 
going to work in much the same 
way as radio vs. newspaper ad- 
vertising in the past. 

“A television show in itself is 
not only an eye-minded but an ear- 
minded medium. We know how ad- 
vertising works with newspapers 
and radio in conjunction, and trom 
television results we have reason 
to believe that it works the same 
way with that medium. Offers 
we have made on television shows 
have pulled returns as high as 
26% ot the listening audience. This 
is definite proof that the medium 
is a strong selling force. But I 
tirmly believe that anything that 
makes advertising pay more in 
one medium increases the value of 
advertising in every medium, and 
makes the total result even more 
profitable.” 


a Mr. Jones described the results 
of research among television set 
owners with reference to their 
newspaper reading habits. Last 
fall televiewers who had responded 
to advertising in the medium were 
studied, and 24% were found to be 
reading newspapers less. Recentiy 
the same people were surveyed 
and only 16% were found to be 
reading newspapers less. 

“In New York City, where this 
survey was conducted,’ he con- 
tinued, “81% read some morning 
newspaper; 82% read some eve- 
ning newspaper; 96% read some 
Sunday newspaper; 96% are 
reached by at least one daily news- 
paper, and 98% read either a daily 
or Sunday newspaper. 

“Furthermore, these television 
families on the average read more 
(Continued on Page 43) 
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Asks Manufacturers 
to Supply Color Ad 
Plates to Retailers 


New Or.LEANS—A brand-new 
idea for the development of local 
color in daily newspapers was pre- 
sented to the Newspaper Adver- 
tising Executives Association here 


NAEA Meeting 


last week by Robert A. Travis, 
president, Color Production Serv- 
ice, New York. 

Mr. Travis explained that high 
production costs make it difficult 
for local advertisers to use color, 
and that most national advertisers 
using comic section advertising 
have almost universal distribution. 

The new plan assumes the co- 
operation of national advertisers 
with one or two stores in each city, 


whereby the manufacturer will 
produce plates for four-color comic 
section ads, the local newspaper 
will set type for corrections in the 
plates to cover store name, prices, 
terms, etc., the Color Production 
Service will mortise the corrections 
in the plates at nominal charges, 
and the retail stores will be able to 
use color at little more than the 
cost of space. 

Mr. Travis said that it has been 
demonstrated that color adds three 
to 15 times the sales power of 
black-and-white newspaper adver- 
tising, and that the new plan of- 
fers a wide opportunity to apply 
local color on a much wider scale 
than has been possible up to this 
time. 


Blume Named PR Director 
Carl W. Blume, formerly with 
Smith, Bull & McCreery, Los An- 
geles, has been appointed public 
relations director for the Los. An- 
geles department of airports. 


Wasmer Sells KGA 


to Gonzaga University 

Louis Wasmer anounced last 
week that he is selling KGA, 50,- 
000-watt Seattle station, to Gon- 
zaga University for $425,000. The 
deal is subject to approval of the 
Federal Communications Commis- 
sion. 

Father Francis Corkery, S.J., 
president of Gonzaga, said the sta- 
tion will continue as a commercial 
enterprise and an ABC outlet, un- 
der its present manager, Harvey 
Wixon. Founded in 1926, the sta- 
tion has been owned by Mr. Was- 
mer since 1929. 


Boylhart Promoted 

William J. Boylhart, in the Los 
Angeles office of Henry von Mor- 
purgo, Inc., San Francisco public 
relations counsel, has been named 
manager of the Los Angeles of- 
fice. John N. Freeman, formerly 
account executive with Kudner 
Agency, San Francisco, has joined 
the staff of von Morpurgo’s Los 
Angeles office. 


NAB’s Program 
Clinic Stresses 
Bigger Audience 


Cuicaco—Keynote of the Na- 
tional Association of Broadcasters’ 
first program clinic here last week 
was the idea that advertisers to- 
day buy advertising to get value 
received. In the case of radio, value 
received means audience. Larger 
audiences are built through bet- 
ter programming. Therefore, it is 
essential to develop better pro- 
grams. 

At the opening of the three-day 
meeting, Maurice B. Mitchell, di- 
rector of NAB Broadcast Adver- 
tising Bureau, declared: “The sta- 
tion must sell enough advertising 
to keep itself in business, and it 


LL THE BELLS in Bellingham won't make more 


noise for you in this Washington fishing center than 
ABC. For ABC rings the bell with 69% of all the radio 
families there, says BMB. In 42 Coast towns (inside AND 
outside) ABC has 50% or better BMB penetration. 


OUNTING ALL the Marys in Marysville is a cinch 
compared to totting up the ABC fans there. Yet BMB did 
it and found 72% of this California town’s radio families 
have the ABC habit. : 
too, if you want primary coverage of 96.7% of all Coast 


radio families. 


ABC 


..and it’s a good one for you to get, 


UZZING DOWN to California, we find all the roses 


in Santa Rosa hardly outnumber the ABC fans there. It’s 
a honey of an audience, says BMB., for 81% of the radio 


families are regular ABC listeners, Big towns or small, 


on ABC you reach them all (and sell em). 


AB 


and night. 


Ps On the coast you cant get away from 
- 


(; 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 228,000 watts of power—49,250 more than the 
second-place network. This power spells coverage — 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 


as 5 stations for testing or concentration. And ABC 


is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you're on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New York: 7 West 66th St. - TRafalgar 3-7000— Detrorr: 1700 Stroh Bldg. - CHerry 8321—Cuicaco: 20 N. Wacker Dr. 


DElaware 1900—Los 


ANGELES: 6363 Sunset Blvd. « HUdson 2-3141—San Francisco: 155 Montgomery St. - EX brook 2-6544 
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must sell enough of the adver. 
tiser’s product to make his finan- 
cial outlay reasonable.” 

At the close of the meeting, Har. 
old Fair, director of NAB’s pro- 
gram department asserted: “Ii 
there has ever been a time in thy 
history of broadcasting when the 
program director was important 
it’s today. Building audiences can 
be the salvation of radio stations 
and the industry itself.” 

And during the meeting, the 
same philosophy was stated, re- 
stated and suggested, and ways 
and means of building and mea- 
suring audiences were given the 
full treatment. 


s Kenneth Baker, acting president 
of Broadcast Measurement Bu- 
reau, emphasized the advisabilit, 
of measuring audience inexpen- 
sively through studio panels, post 
card surveys, locally conducted 
telephone surveys and interviews 

On the subject of building au- 
diences, speakers told the advan- 
tages of special events, sports, disk 
jockey shows, farm programs, wire 
feature material, public interest 
programs, proper use of music and 
packaged shows. 

C. O. Langlois, president, Lang- 
Worth Feature Service, asserted 
that packaged, electrically tran- 


— 


scribed programs have improved | 


in quality. As evidence, he cited 
a Lang-Worth survey showing 
that 55% of network affiliated sta- 
tions and 45% of the independents 
now use transcribed programming. 


ws Walter Davison, manager, Cap- 
itol Transcriptions, took a slight- 
ly different tack. He said that a 
recent survey indicated that only 
one station in ten is making good 
use of package shows. That one 
station, he said, almost invariably 
is a financial success. 

The package show producers 
said that they want stations to 
familiarize their representatives 
with shows offered. And Lewis H. 
Avery, president of Avery-Knodel, 
said that national representatives 
must know the title of a show and 
its type; must have a detailed for- 
mat, a list of the personalities in- 
volved and their past perform- 
ances; must know the availabili- 
ties, the time the show is broad- 
cast, why that time was selected, 
the cost, whether or not the cost 
of programming is commensurate 
to the time cost, listenership rat- 
ing and a sample transcription. 


| Young Hat Offers Stores 


New Merchandise Plan 

Young Hat Stores, New York, 
will offer men’s wear retailers on 
July 15 a “Young’s Hat-Gency” 
agency plan. The company, which 
operates 26 stores in greater New 
York, will make the exclusive 
franchise available to stores with- 
in 100 miles of the city. 

Through weekly shipments of 
merchandise, said Charles X. 
Schamberg, in charge of the op- 
eration, stores will be provided 
with “the same ever-fresh” stock 
available in Young’s own stores 


Poll-Parrot Signs for TV 

Roberts, Johnson & Rand bran: !) 
of the International Shoe Co., S' 
Louis, has signed to sponsor 11¢ 
Wednesday segment (5:45-6 p.m. 
EDT) of NBC’s “Howdy Dood,” 
show for 39 weeks, beginning A: 4. 
17, over the full network. Poll-Pa’- 
rot shoes will be promoted in tic 
commercials. 


Throughout the U.S.A., the best-infor 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 


3002 | 
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The 
St.Louis Globe-Democrat 


announces that, effective 
Jan. 1, 1950, its Sunday Comic Section 
will be added to the 


advertising coverage of 


THE COMIC WEEKLY 


The Globe-Democrat now becomes a “must” with 
the PUCK Comic Weekly. Its Sunday coverage of 
373,804* families in the important St. Louis 


Market increases PUCK’s national circulation to 


almost NINE MILLION families every Sunday! 


Note: The Globe-Democrat 


will continue its present 


*4 BC Publisher's Statement, March 31, 1949. comic editorial features. 
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Winchell Tops June 
AM Hooperatings 


New York—Kaiser-Frazer’s 
fast talking Walter Winchell topped 
the first 15 evening programs 
in the June 30 program Hooper- 
atings with a 15.5 rating on 
American Broadcasting Co. 

The top 15 radio programs 
listed are: 

Walter Winchell (ABC), 


AT 
Lux Radio Theater (CBS), 

III, Sill sis cetntrmtenicenesennnenetenseincecocertesi 13.1 
Godfrey's Talent Scouts (CBS), 

IID 1 Datiitiiciieeteasamentpenepiamnenntnetienageneatesore 12.2 


Suspense (CBS), Auto-Lite 
My Friend Irma (CBS), Pepsodent ..... 
Crime Photographer (CBS), Toni 


Mr. D. A. (NBC), Bristol-Myers ........ 11.6 
Louella Parsons (ABC), Andrew 
Ee Oe a snaainte 11.3 
Curtain Time (NBC), Mars, Inc. .......... 9.8 
Big Story (NBC), Pall Mall .................... 9.8 
Mr. Keen (CBS), Whitehall .. 9.4 


Judy Canova (NBC), Colgate- 
Palmolive-Peet , 
Stop the Music (ABC), Old Gold, 
Eversharp, Speidel : 
Dennis Day (NBC), Colgate 
Our Miss Brooks (CBS), Colgate 


To Associated Advertising 


Associated Advertising Agency, 
Cincinnati, has been named ad- 
vertising counsel for Electric 
Steam Radiator Corp., Paris, Ky., 
manufacturer of portable electric 
steam radiators, vaporizers, hu- 
midifiers and Baby Chef bottle 


7| warmers. 


$72 MADISON AVENUE + 


where BUYING POWER 


is the Greatest 


wa MoToR BoatinG 
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Agency Net Boosts 
York; Elects Japha 


THREE LAKES, Wis.—The mana- 
ging directorship and ownership 
of the National Advertising Agency 
Network has been transferred from 
Oakleigh R. French, of the St. 
Louis agency bearing his name, to 
a steering committee of the net- 
work, following the annual con- 
ference of the group here last 
week. 

Chairman of the steering com- 
mittee is Wilford York of Hoff- 
man & York, Milwaukee, and its 
other members include Mr. French 
(as a lifetime member); Herbert 
Peck, Hazard Advertising Co., 
New York; Charles Carter, Carter 
Advertising Agency, Kansas City; 
Howard Swink, Howard Swink 
Advertising Agency, Marion, O.; 
Henry J. Kaufman, H. J. Kauf- 
man & Associates, Washington, and 
Ernest Lee, Merrill Kremer, Inc., 
Memphis. 

As an indication of the group’s 


intention to expand its organi- 
zation and services, it announced 
the hiring of Frank Japha, St. 
Louis management engineering 
consultant, as executive secretary. 
Mr. Japha founded the network 
originally, and once had his own 
agency in Buffalo. Headquarters of 
the NAAN will continue at 4325 
Lindell Blvd., St. Louis. 


Jasper, Lynch Bankrupt: 
Principals Split Up 

Jasper, Lynch & Field, New 
York, has filed a petition in bank- 
ruptcy, and its principals and a 
few active accounts have been 
taken over by other agencies. The 
agency last year is reported to 
have billed in excess of $1,000,000. 
Collection failures are said to have 
been the cause of the agency’s dif- 
ficulties. 

Lee Jasper, former secretary- 
treasurer, is now with Weiss & 
Geller, and has taken with him 
Lydia O’Leary Cosmetics, Talk 
of the Town Dresses and Moss 
Photo Service. Herbert P. Field, 
former vice-president, has joined 
Redfield-Johnstone. 


“For shirt-sleeve selling 
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ELMER LASHER, Art Director 
Newell-Emmett Company 
National advertising agency. 


you can't beat the Gothics” 


says Newell-Emmett’s Elmer Lasher 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


ment as a salesman could put into his selling talk.” 


“They may not be long on beauty, but they sure do pack a punch. They 
are not designed to help art directors win exhibition awards, but they 
definitely help clients win sales. And ATF has such a variety of weights 
and widths available that we can get as much inflection in an advertise- 


Write us on your letterhead and 
we will put your name on our 
mailing list to receive Type Spec- 
imen folders and other material 
on type and ideas for its use. 


Cost Accountant 
Unit Eyes Study 
of Distribution 


New YorkK—The National Asso- 
ciation of Cost Accountants said 
last week it will shortly begin a 
national research study of distribu- 
tion costs, with primary emphas's 


on how the costs are accounted, 
particularly as related to pricing | 
and other management problems 

It will be the first cost study 
of distribution by the group in 
nearly two decades. Early in the 
’30s, the NACA and the Associa- 
tion of National Advertisers col- 
laborated in a statistical study. 


Dr. Raymond P. Marple, assist- J 


ant secretary of the group, told 
AA that manufacturing costs and 
their application to products are 
well documented and understood, 
but that the survey will be aimed 
at unearthing data relating to other 
costs which the product must bear. 


ws Among the industries to be 
covered are automotive products, 
textiles, food, oils, floor-covering 
materials, machine tools and chem- 
icals, and others. The aim of the 
research is to provide yardsticks 
of methods and standard data 
which will enable individual cost 
accountants, in and out of indus- 
try, to determine total cost of 
products delivered to a _ variety 
of customers. 

The survey results will appear 
in late fall or early winter, and 
probably in three parts—an ana- 
lytical study of the problem, a field 
study of current practices, and 
possibly a study of the problem 
as it relates to the Robinson-Pat- 
man Act. 

Dr. Marple told AA that adver- 
tising, marketing and selling costs 
will be shown, and commented 
that these are often lumped with 
other distribution costs, or pro- 
rated roughly with the overhead 
rate. He concedes that this pro- 
rating is often necessary, but said 
NACA hopes to establish a fair 
basis for doing it. 


Bishop Sheil's Station 
Drops Commercial Plans 

Chicago FM Station WFJL, 
headed by the Most Rev. Bernard 
J. Sheil of the Archdiocese of Chi- 
cago, which originally planned to 
include commercial programs in 
its schedule of Catholic cultural 
and educational broadcasts, per- 
manently abandoned commercia! 
plans before the station went on 
the air six weeks ago and will de- 
pend exclusively upon good wil! 
offerings by the Roman Catholic 
clergy and laity in the Chicago 
area for its operating funds. 

The station, which now is broad- 
casting seven and one-half hours 
daily, will expand its schedule 
to at least 14 hours daily on Sept 
1, and may eventually be on the 
air from 7 a.m. to 12 midnight 
Educational and documentary pro- 
grams based on current socia! 
problems will assume _ increased 
importance as preliminary organi 
zational problems decrease, accord - 
ing to Jerry Keefe, station mana 
ger. Sale of commercial time ori- 
ginally had been planned to heip 
defray operating expenses, bu! 
Bishop Sheil is convinced that o'- 
ferings alone can carry the loa. 


Grove to Sponsor 
‘The Shadow’ Over MBS 

Grove Laboratories, St. Lou's, 
will begin sponsorship of “The 
Shadow” on Sept. 11 on more then 
400 Mutual Broadcasting System 
stations on behalf of Grove and 
F. W. Fitch products. 

This broadcast will be in add - 
tion to the broadcasts of “The 
Shadow” on a network in the 
eastern markets by Delawar®, 
Lackawanna & Western Coal Co». 
for Blue Coal. Harry B. Cohen 
Advertising, New York, handles 
Grove, and Ruthrauff & Ryan 


handles DL&W. 
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the first installment 


of This | Remember | 
7 by Eleanor Roosevelt 


will be available at newsstands 


: for people who were unable to 
| get a copy of June McCall’s... 


» * § e 
The Net Paid Circulation ( a S 
of June McCall’s he 


was the highest 
in our history 
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NAB Protests FCC's 
‘Two-Leg’ TV Rule 


WASHINGTON—The National As- 
sociation of Broadcasters in- 
sisted Wednesday that a new 
Federal Communications Commis- 
sion rule requiring “two-legged” 
operation of television stations 
may lead to “poor programming 
or greatly increased cost of opera- 
tions.” 

NAB is asking a 30-day delay on 
the rule, which prohibits tele- 
vision stations from broadcasting 
music or voices unless accompanied 
by a related picture signal. 

The broadcasters say TV sta- 
tions cannot avoid an occasional 


+ a \ SARS, 
TRADE AND CONSUMER PUBLICATIONS 


= EMPIRE STATE BUILDING 
NEW YORK 1 ° LONGACRE 4-6634 


sound-only broadcast. They cite 
such instances as interruptions in 
baseball broadcasts, where an ex- 
planatory title is flashed on the 
screen, accompanied by music. 


Canadian Distiller Places 
Ist U. S. Institutional Ads 


The first of a series of institu- 
tional advertisements inviting 
Americans to visit Canada is now 
appearing in American newspapers 
sponsored by Duncan Harwood & 
Co., Vancouver distiller. 

The 400-line ads will appear 
every other week during the next 
two months in the Boston Globe, 
Chicago Tribune, Los Angeles Her- 
ald & Express, New York Times, 
Portland Oregonian and San Fran- 
cisco Examiner. Theodore A. New- 
hoff Advertising Agency, Balti- 
more, is the agency. 


To Beaumont & Hohman 


Beaumont & Hohman, San Fran- 
cisco, has been appointed to han- 
dle a trade publication campaign 
for the new Anderson, Cal., sales 
and advertising office of the Ralph 
L. Smith Co., Kansas City, Mo. 


NAEA, NRDGA 
Plan Their Part 
in Loyalty Week 


New OrRLEANS—Highlighting con- 
certed efforts on many fronts to 
work more closely with retail 
merchants, the Newspaper Adver- 
tising Executives Association an- 


NAEA Meeting 


nounced at its convention here 
last week plans for a joint pro- 
motion with the National Retail 
Dry Goods Association of a week 
emphasizing the right of choice 
belonging to all Americans and the 
retailer as the outstanding ex- 
ponent of freedom for the con- 
sumer to pick and choose. 
Laurence T. Knott, Chicago Sun- 
Times, chairman of the NAEA- 
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” WE HAVE 
NO QUARREL 


with buying Urban and Farm Publications 


XN 
They do a good job in the big cities, towns and farms for 
which they are designed and edited. 


Gut 


to do a good job in the True Small Town Market, it follows as 
the night the day, you need a publication designed and edited 
exclusively for this market. | 


you need GRIT 


... because GRIT reaches deep into this mass-market — 
3,300,000 of all U.S. families—12% of your entire city an? 
town market! 


» ... because GRIT is bigger in the True Small Town 
"a Market than any Urban or Farm National Publication. 


Yes, you need GRIT on every 
National Advertising List ! 


GRIT. PUBLISHING CO., WILLIAMSPORT, PA. 


er 
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Greatest Family Week- 
ly with more than 


NRDGA committee, made the an- 
nouncement at the convention of 
the former on Monday and at the 
sales promotion meeting of the de- 
partment store group in Chicago 
the following day. The period cho- 
sen for the campaign is the last 
week of April, 1950, and the final 
day, April 29, will promote ob- 
servance of Loyalty Day, already 
celebrated by church groups and 
veterans’ organizations to counter- 
act May Day celebrations of Com- 
munist fronts. 


m The week carries on the retail 
public relations campaign of the 
NRDGA, and will involve co- 
sponsorship by newspapers 
throughout the country. 

“The two organizations,” Mr. 
Knott explained, “will prepare and 
issue to their respective members 
a basic campaign plan containing 
suggestions for the promotion per- 
taining to every phase of commun- 
ity participation, such as that of 
churches, civic groups, veterans’ 
organizations, etc. Also included 
will be suggestions for newspaper 
and other advertising, displays and 
all types of publicity. 

“Churches and civic organiza- 
tions will be invited to participate 
on both the national and local 
levels, as will manufacturers and 
other retail associations, chambers 
of commerce, veterans’ organiza- 
tions, etc. 

“The proposed campaign is timed 
for the last week of April, 1950, 
a period following Easter and 
especially suitable to the retail 
field. It will be so devised that its 
first five days—April 23-27—will 
be devoted to emphasizing the pub- 
lic’s privilege of choice. On its 
final day a direct tie-in is pro- 
posed with the increasingly pop- 
ular Loyalty Day.” 


ws Don M. Bernard, advertising di- 
rector, Washington Post, stressed 
the need of attacking retailers’ 
advertising problems and viewing 
merchandising problems from his 
side of the fence. He underscored 
the value of timing retail mer- 
chandising, suggesting that even 
important retail merchants are not 
using completely scientific meth- 
ods of allocating their advertising 
effort in proportion to sales op- 
portunities and the timeliness of 
their offerings. 

His talk was a logical intro- 
duction to the presentation of the 
retail division of the Bureau of 
Advertising, ANPA, by its director, 
John Giesen, who described in 
great detail the monthly time-table 
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service on retailing which has ; |. 
ready had powerful impact on : e- 
tail merchandising and advert ;- 
ing. 

Mr. Giesen, who explained t} a; 
the material for the time-table js 
drawn from many sources, 3: id 
that in analyzing the operations of 
even successful chain store co:,- 
panies, a wide variation betwe » 
sales volume, sales potential aid 
advertising effort, broken dovn 
by departments, has been charted 
Enthusiasm for the use of the 
time-table as a basis for more sci- 
entific and successful retail se!)- 
ing was reflected by many of the 
speakers at the convention. 


# Another vigorous exponent of 
modern retail merchandising who 
addressed the convention was 
Stephen A. Douglas, director of 


sales promotion of the Kroger Co , 


Cincinnati, who emphasized the 
need for better methods in the 
light of new competitive condi- 
tions. 

His philosophy of successful sales 
promotion consists of four steps: 
(1) Create the value; (2) plan 
distribution so that the product 
is a value at point of sale and 
point of use; (3) present the value 
to the organization and the con- 
sumer, and (4) follow through to 
assure maintenance of the value 
at point of sale and point of use 
and thus maintain sales. 

Mr. Douglas gave a striking ex- 
ample of the application of these 
principles in describing how Kro- 
ger developed a market for value- 
less red fish or rose fish by train- 
ing an executive in all phases of 
fish merchandising. This expert 
found that though the fish contains 
many bones, fillets could be pro- 
vided by proper cutting, and the 
frozen product, marketed as “ocean 
perch,” became such a tremendous 
success that sales soared from 
nothing to more than 156,000,000 
pounds. 


Leyse Appoints Freitag 

Wayne Freitag, formerly with 
Richard H. Brady Co., Stevens 
Point, Wis., and Nunn-Bush Shoe 
Co., Milwaukee, has been ap- 
pointed advertising and sales pro- 
motion manager of Leyse Alumi- 
num Co., Kewaunee, Wis., manu- 
facturer of Priscilla aluminum 
ware. 


Ross Roy Names Loring 

Ross Roy, Inc., Detroit, has 
named K. S. Loring director of the 
product information department, 
which gathers and coordinates data 
on all makes of automobiles. 


New Process 
Gives Improved 
COLOR FIDELITY 


At last, truly flexible Joca/ color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
selectively. 


Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jantzen 
recently sent us 13 Kodachromes 

. some dark, some light, most 
of them “off.” From these we 
made 13 Chromart Prints, uni- 
form in overall tone, yet match- 
ing the swatches furnished! 


Our new Jocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing air brushing 
and excessive re-etching on the 


printing plates. z 


CHROM ART Prints, made from 
your color films, cost from $52 
to $122, depending on size 
ordered. This superb plate- 
making copy can be dramati- 
cally displayed, lettered, re- 
touched, pasted into final art 

. color films cannot. Write! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America’s Oldest Colorprint Service 


q 


ar 
ag 


‘9 RR Tea tee ae Cm aie” re a Boe a ae ae cs ahs Lan ee ee. ee = Pi a, ep eS kee ape "oa Pay Ae Leet eee eed 
7 ied < chee a 1 eked ee AO tess ey oa ee ae wien pete ee eae “nt > saa. ee ates Dg phy pgied alee ee og Sie eS a Fas : te 
ie tee fit 2 ee ea ea g ee e aee ae Stic aN Bo ee ee 5 a Be Lk eee aes a ee 4a” = hi a a ’ See oe ae a ge ES = r =i ee ee 2 ais - ae 
oS eae 2 ie a St ee ee sr hi lay eae ae ees Nine Meee jah Tuam Ae Ey : se: Pee ala rs nie Ses aes ik ata mes & be: : PAD Elle eee “s t 4 oy aaa 
ee Ventas ee Ie oe, i ite ee = 2 % Pega Foy er SP Sg ey OM Ne ok ae Say PST ee vues ey ° Bec St ae = i ru eae % ie ee Pent ho ied . SLEEe hae i‘. + " a # be eas i = 
aah = i : ot oe ‘eater Pg! ‘s it bie q me ' : wae 7 in nz ee sa 3 a P i ~~ er ss “3 ee ate a : es ee sey oe : (at er ne pet a : ee ah A é fe - he ae ay : : « oie - 
Spe ¢ , 
ee 
eee lees 
i] 
ot _ ee 
Ae gO ; 
k 
nue n 
pesos, 
2 aes 
<i | SS 
ae a | 
ne Bae =| = 
7 =| = 
8 - | 
‘ . ee | 
= z ee 
F = = 
- 
| F ee : : 
S =~ 
- 
= = 
— 
= = 
= - 
= = 
= = 
. = 
= 
= 
' = 
ae = 
ae eal ! 
= : 
eee eee 
am 
ae 2 fa ¥. #: hs . a % - . t 
7 a J : : 
4 mee! > : 
ad / 
, al 2 \ : 
| 
a | 
Sa “. 
; *% fi . 3 d Ne 
rig | 
— . a | 
us ‘ , Jt i - 
4 Y 
‘ Ww . Rs 
“3 . b no irs eee aw 2 
Bg a f/f oe one 
, 7” ‘ nD 6 / Sie 3 % 
i * _ . i LS” f - & 5 , 
: : ll sink oo % ij a ee ve 
en ie . / ‘< WAG ee * ai 
‘ \ oe - pet a -. poate Bae . 2 , 
, / € pea oF ‘ i See ge bs 
& . 2 tak See PO SRE Eee 
: : i . nN poe ere of Peeing 
| ie 7 ; 4 > a ia “* ‘ ‘ :. p Ss Ye 7 ee ale . 
‘ f- a . ee 5 ae ces! te tae } ee | 
ar ee ne | 
} Pca +. : 5 a : pe Ps yea rn 
: 4 ' : oi # r y ig , Yr. tg) ‘ 
' se! et ri : as * e, at Gain De ee ee a 
Bin. i as a, . ee at EM iia ae Se Ne ee 
ee. aie | f Pp. ie. al oe Tl A alee = 
7 ines yy 2 3 Fe ae ae ; & ey € ~ 
a rey ‘* re #, eA 
| ma aa nage ee 
’ Peeeeee se 3 at SS "See 
ae / F oF = Iisiy: d re 
an ' P ee 6, ee . : Oe oe aye: rag 
peers ; . 3 ’ a) ea aes 
een: I is sie ; 
3 o> re | .  s %, * 
ae ; ¥ “a tk ie 7 
ee ss. : " A : os 
: nei Y ae ‘ at we: 
ae i ; y Pe a 
ae a 2 3 mere s 
oS it Ne a , 
spun | : a eae 
Py i eS f _ 
si 7 hi * wf 
| 
' i | 
* y | 
Fs J a oe! \ 
7 { a a ' ‘ | 
i sz ' 4 7 ' | 
On ae i me 4 Mi 44 
i § =? 
rh tous P< om “4 . 
+ 2 4 ‘ 
Pan) ry4 ? ‘ . 
Sera ' % . 
Sees ee r 
eta ‘ ne 
Saree f ° 
a oes f : 
Pe ow 4 
ica . 
ee, ‘ 
a ee : 
ee “4 - 
ae { i 
ae i 
“s 7 ee 8 
“dX : 4 
Soha wae 
ig 2 i ; 
ee j ’ : e 
a | : 
“Hee ’ 
eas : 
at ES “eA fs ; 2 iF 
5 ‘hand 5 | 
oe ee j 
ie eee age” : .y 
ee thy ae i 
Ee par 1 
ae pe ’ rs 4 ; 
. ; ~ ‘ : ha ue ‘ 
a a iP. we 
‘¢ s rf, - " és awe, ‘ . 
as ek doa F. PF af 
war ‘ me ‘ ys mee ts tc 
= oe 2's ig pee 2 
ey a, , Soe Pe ke a 
bah . oo : - it iene Bee ‘ 
2 el ee pecs. bey ar * “eo ey ni 
i er Ts ea” ea * F arte a 
ne , Ae 4 ss A. ee ae 
oe ae ee: ee eee 
: ol . a yee Pie Tae ee 
ee { a a ‘ oo ate 
N _ a eee eo ¢ 
5 nf m ‘ Rea by F = tt, an ‘ 
Fe ie : ae Se 
- ee fork. eat sgt a the 
7 ¥ Saas ae : 6 Wiad nO eel am Ne 5 
a) See “ Lh am Ay A ha a t 
af : — 3 eee a 
fa : _ es ‘9 a eae ele mM 
" bs, : on z as ee 
. ~ . _ 
me 
aie m 
xe i Senta aaa ay a ee ae ere - lng 
ae - Bi = tea TE Da a eve he Saga Mae Si 
ee ; ot ee Etec oeen ree See. Semece 
a Se : et a ae P ) WW Pa eat ak he eee 
av > = <x me — at Small 
ee aw < cs ; ; 
rs: ' Z 
he 4 ¥ . y ~f > 
ia ao 4 4 ‘| , ~> re In 
ar) ie > rer 5 u 
te Se at ee sas ail LOS = Panic 03 (CSEATEST er Nt SSE y PO eae eee 
ier ise Sx Binge, _ ani “awe cetera, daha 
Aon ae se ‘ oh <i a0 ba. = mel c 
isan ‘ 
; 
TR aio, SORA UNE ae a ene Conn Go teeter SLR rata EP Ree ier ee tay tr aE Gut oS ET 5 a ae ue a an oe he ose one a st P oc ae ie =” be as Raa sda? ie Pages peeves Me 
eer LOR SSRN, MOTT Rar fee EN eT CAE DEERE Oe age ohana erm aie SI: Sere ai ine ek ae eth Se Peat ere SGA aie Gee AEA) wee te Seto 8 } ont db am ey Ee at A oe arae he. Seis > eae 
: wee a , Ps spel 5 . eer Sree br ie a ene eet Yee Riek a CPP & ee Ree SbF ee SR age Ne any & Pac tice rachis ke MOOR L: Sagitad, ae en Win Sates Pas ia Ai ay ih Pe! ee ae ea ee Ch ee P : 
; ; a, : mas at iret rR aay a ae ae eS corn ee a es SS Spa ab ice a at Fee hg oteatia tS et og ce 


Pass the peak boom years it 
LZ didn’t seem to matter if advertis- 
ing dollars did wander like errant sheep. 
In spite of all, business hummed. 


Even now many hesitate to wake 
the Boy Blues. Some of them are sure 
to cry at being faced with a re-exami- 
nation of their media buying in New 
York. But, being a forthright news- 
paper, the Herald Tribune here seizes 
the nearest horn to trumpet a timely 
message. 


Wealthy, vast New York is not one 
market but many. It embraces the best 
and the worst. It is wealthy in the 
aggregate, made so statistically by the 
incomes of the higher-earning families 


OO Des rr7c077 


who—in good times and bad—buy at 
a spirited pace. 


Selling New York by mass attack 
spells waste. But selling the Best of 
New York means that every adver- 
tising message falls on sales-fertile 
ground...1. e., the steady-profit por- 
tion which nurtures fast turnover, re- 
peat business, brand loyalty.* 


Welcomed daily by fashion-setting 
people in city and suburbs, New York’s 
most interesting newspaper becomes 
an especially potent selling force when 
business begins to droop. 


If your advertising dollars seem to 
be straying, better shepherd them right 
into the 


NEW 


YORK 


Herald <aiizés Tribune 
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*KWith one of the toughesi 
competitive problems of all, 
cigarette manufacturers placea 
more advertising in the Herala 
Tribune last year than in any 


other New York newspaper. 


the PROFIT... 


Get the BEST 
... and you get 
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Nash Testing 
Demonstrations 
in Milwaukee 


(Continued from Page 1) 
Motors and one-third by the five 
dealers. Geyer, Newell & Ganger, 
Detroit, handles the advertising. 

To prove the claim to economic 
operation, a special device is used 
on Nashes to show how much gas- 
oline is used. The prospect can 
actually see the gasoline consumed. 
The gasoline consumption device 
mounted on the dashboard holds 
one-tenth of a gallon of gasoline. 


"REWARD: 


If the time buyer who reads this will 
put KIOA on his list he'll be richly 
rewarded with a top audience. As 
Des Moines’ only 10,000 watt* sta- 
tion, KIOA will serve you admirably 
in lowa's abundant market. Coverage 
maps, schedules and availabilities 
are yours for the asking, . . . See 
any Paul Raymer man or write direct 
to KIOA, Des Moines, lowa. 

*10,000 Watts day, 5,000 Watts night 
2 a * * 


Nash salesmen cut off the main 
gasoline feed line, switch in the 
line from the small consumption 
meter and clock the milage driven 
until the container is empty. Mul- 
tiplying mileage by ten, prospects 
can find the number of miles cov- 
ered per gallon of gas. 

Five newspaper reporters who 
took demonstration trips last week 
noted consumption of gasoline 
ranging from 20 and 23 miles per 
gallon in the city to 24, 26% and 28 
miles per gallon at 40-to-50 miles 
per hour on open highways. 


American Stove Shifts Statt 

Stanley E. Little, vice-president 
in charge of sales, American Stove 
Co., St. Louis, has been appointed 
manager of the company’s Lorain 
division, Lorain, O., succeeding 
Thomas M. Sourbeck, who retires 
Oct. 1 at the age of 73. Mare W. 
Pender, formerly market research 
manager, succeeds Mr. Little as 
vice-president in charge of sales. 
Lloyd C. Ginn, advertising and 
sales promotion manager, has re- 
signed. 


‘Chronicle’ Interest Sold 

Scripps Newspapers, Seattle, has 
purchased an interest in the 
Chronicle, Dalles, Ore. Robert S. 
Howard, publisher of the Chron- 
icle, continues in that capacity and 
will, in addition, head a new cor- 
poration known as the Western 
Publishing Co., with E. W. Scripps 
as board chairman. 


Barnett Named 


as president. For eight years be- 
fore he had been manager of 


Frankfort Distillers Corp. He had 


Top Lever Adman 
in Exec Shuffle 


CAMBRIDGE, Mass.—James A. 
Barnett, formerly vice-president | 
and general manager of the Pep- 
sodent division, last week was 
named vice-president in charge of 
advertising for 
Lever Brothers 
Co. 

Mr. Barnett’s 
promotion topped 
a series of execu- 
tive changes, 
which included 
the appointment 
of two new vice- 
presidents and 
the creation of a 
planning com- 
mittee. These 
changes closely followed the de- 
parture of William R. Veale as 
general manager of Lever, and the 
announcement that Charles Luck- 
man will handle both the presi- 
dent’s and general manager’s role 
hereafter. © 

Mr. Veale joined Lever July 1, 
1946, at the same time Mr. Luck- 


J. A. Barnett 


man succeeded Francis Countway 


begun his soap career as a clerk 
in the advertising department of 
the old Palmolive Soap Co. and 
rose to be manager of the U. S. 
soap department of Colgate-Palm- 


olive-Peet Co. 


s William H. Burkhart, who had 
been director of manufacture, was 
named vice-president in charge of 
manufacturing and traffic. Dr. 
Theodore H. Rider, formerly as- 
sociate director of research, was 
elevated to director. 

The planning committee, which 
will handle long-range programs 
and special assignments from 
Luckman, is composed of Robert 
F, Elder, Arthur P. MacIntyre and 
Alexander B. Stewart, all Lever 
vice-presidents, respectively in 
charge of affiliated companies, fi- 
nance and production. 

John W. Bodman, who formerly 
directed research, has been shifted 
to a*newly created post as chief 
development consultant. 

Mr. Barnett moved into Pepso- 
dent in 1943, as vice-president of 
sales and advertising. He came 
from Sherman & Marquette, where 
he was vice-president and man- 
ager of the New York office. He 
joined Benton & Bowles as a junior 
account executive in 1938, after 
seven years with the New York 


that readers want. 


Midweek section. 


readers every day. 


After achieving the most remarkable 19-month 
growth in newspaper history, The Deseret News 
continues to march ahead, month after month. 


HERE'S WHY... 


A better and bigger newspaper . .. with new features 


More pictures . . . livelier treatment of news... and 
many sparkling new features including locally- 
edited Sunday gravure magazine, Sunday Farm and 
Garden section, more comics, daily and Sunday, new 


It all adds up to greater reader interest... and more 


The Deseret News 


SALT LAKE 
National Representative: Cresmer & Woodward, luc. 


CITY, UTAH 


The Salt Lake 


DESERET NEWS 


rT 


In the past 
19 months 


Advertising Age, July 4, 1949 


Herald Tribune —in circulaticn, 
editorial and advertising depart- 
ments. He moved to Sherman ¢& 
Marquette in 1940 as an account 
executive, and shortly was trans- 
ferred to New York as a vice- 
president and head of the offic: 


ws He once summarized his adver- 
tising philosophy for ADVERTISING 
Ace as follows: “The real trick in 
advertising is to get an exclusive 
copy story, then hammer it as haid 
as you can. You’ve got to have 
something to say that’s differen, 
something that no one else can say. 
Once you know what you want to 
say, and how to say it, the only 
sensible thing to do is to keep 
saying it, over and over again, in 
exactly the same way. We change 
our commercials on the Bob Hope 
show (Hope was then sponsored 
by Pepsodent) about twice a yea: 
... 1 would consider it a tremendou: 
triumph if we could develop one 
single ad that had everything we 
wanted in it, and then run that 
same ad over and over again. . 

We don’t care half as much about 
getting ‘see-ers’ (in printed copy) 
as we do about getting high body 
reading.” 

He also held for plain commer- 
cials: “You don’t have to sugar- 
coat your sales message. If you’ve 
got a good show, you can stop it 
dead and punch them right in the 
nose with your sales story, with- 
out anyone being annoyed. I don’t 
object to integrated commercials, 
but if they get too integrated and 
too innocuous, there’s always a 
chance they may cease to be com- 
mercials.”’ 


a The management definition of 
the realignment came from Mr. 
Luckman: “The growth of our 
company in recent years has as- 
sumed such proportions that it was 
found necessary to separate plan- 
ning from operations.” 

In the past few years, the com- 
pany’s announcement said, Lever 
has nearly doubled the volume of 
its soap and edible business, and 
has added the Pepsodent division, 
Harriet Hubbard Ayer, Inc., and 
John F. Jelke Co. 

Mr. Burkhart has been with 
Lever for ten years, having been 
with Procter & Gamble and Hecker 
Products Corp., whose soap divi- 
sion was acquired by Lever in 
1939. Dr. Rider was technical di- 
rector of Pepsodent for ten years 
before becoming associate director 
of research for the parent company 
in 1947. 

So the president, vice-president 
in charge of advertising, vice-pres- 
ident in charge of sales (Walter W. 
McKee) and the research director 
all moved into the parent organi- | 
zation via the Pepsodent divisior 
Michael J. Roche will continue 
as advertising manager of Lever 
No announcement of Mr. Barnett s 
successor as vice-president and 
general manager of Pepsodent was 


made. 


Formfit Uses Dispenser 


Informed by its junior advisor 
fashion board that the teen-age 
set does not like to ask sales clerks 
to show foundation wear, Formf't 
Co., Chicago, has developed a dis- 
penser holding two dozen bras an | 
two dozen each of its briefs and 
britches in its special Bobbie line 
It now is being distributed 19 
Formfit retail outlets. 


Kodachrome Slides Oftered 
The Society of Typographic Ar’s, 
Chicago, is offering Kodachrome 
slides of its annual exhibition of 
design in Chicago printing, he'd 
at the Chicago Art Institute, © 
interested groups at a nominal 
rental. William L. Langdon, 228 
N. LaSalle St., Chicago 1, }5 
handling the rental films and ac- 
companying commentary. 


Appoints Schroeder 


Carl Schroeder, former Holl- 
wood columnist, has been named 
western manager of Modern Scre " 


with offices in Los Angeles. 


_ 
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Who sald auminame € 


Who, for that matter, said stainless steel, silicones, plywood or plastics—who decided 
which material to use? Why—the scientific American, of course. He’s the vice president 
with the engineering degree, the director of research, the chemical engineer, the 
research physicist. These are the men who create industries in the first place, who 
decide what product will be made, how it will be made and what it will be made of. 
If your customers are corporations, it’s the scientific Americans you're out to sell. 

Up to now, to make sure you reach a// the scientific Americans you have carried a 
list of trade papers backed up with space in general magazines. Now you can cut 
these costs and reach a// the scientific Americans through the pages of a single maga- 
zine—the new SCIENTIFIC AMERICAN. 

The nation’s first magazine of science has screened the scientific Americans from 
the public-at-large and assembled all of them for the first time in a single audience. 
The new SCIENTIFIC AMERICAN is the only magazine that keeps them regularly informed 
of new ideas in fields outside their own. In the pages where they look for new ideas, 
they'll be on the alert for yours. 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber’s Identity 
Card record his title, at company and industry. Ask to see 


the business machine breakdowns of our subscription list. Write to 
SCIENTIFIC AMERICAN, 24 West 40th Street, New York 18, N. Y. Snr \ | / of Pd - 
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Ammonium, Fluorine 
in New Toothpaste 
Launched in Seattle 


SEATTLE—Floradent, a new 
toothpaste containing both am- 
monium-ion and fluorine, has been 
introduced in the Seattle area, 
supported by newspaper advertis- 
ing and selective radio. 

The toothpaste is the product of 
G & R Laboratories, Inc., here. Ad- 
vertising copy stresses the use of 
fluorine and states: 

“Here is the first and only denti- 
frice on the market containing the 
chemical compound called ‘floro- 
ammonium-carbamate,’ a scientific 
combination of the two most im- 
portant improvements in dental 
history. Fluorine, which helps to 
maintain the calcium metabolism, 
plus all the features of ammonium- 
ion, which neutralize the acid bac- 
teria in the mouth.” 

This is the first toothpaste to 
incorporate fluorine, Mr. Fletcher 
said. While a number of tooth 
powders include fluorine, the dif- 
ficulty has been to obtain a stable 
product in a toothpaste, he ex- 
plained. How G & R Laboratories 
does it is a trade secret. 

Mr. Fletcher said he worked on 
the product nearly two years. For 
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DIFFERENT—G & R Laboratories, Seattle, 

has begun using newspaper ads like this 

and radio spots in Seattle for its denti- 

frice that contains not only ammonium- 

ion but fluorine as well. Advertising is 
placed direct. 


a number of months he tested sales 
in his own drug store, Fletcher’s 
Pharmacy. He also placed the pro- 
duct in four other stores to deter- 
mine resale volume. Up to that 
point, the only promotion consisted 
of window display and counter 
cards. 

Encouraged by the results, the 
company has started using six- 
column newspaper space in the 
Seattie Times and four to six one- 
minute radio announcements daily 
on Station KOL, Seattle. 

Promotion plans call for con- 
tinued but smaller space in the 
Times, continued announcements 
on KOL, cooperative newspaper 
advertising, and extension of pro- 
motion to Tacoma and Bremerton. 
Window sirips, display cards and 
direct mail to druggists and den- 
tists also are on the program. The 
company expects to extend distri- 
bution to other markets later. Ad- 
vertising is placed direct. 


To Hixson & Jorgensen 

Mustang Motorcycle Corp., Los 
Angeles, division of Gladden Prod- 
ucts Corp., manufacturer of two 
and three-wheel sport and business 
vehicles, has appointed Hixson & 
Jorgensen, Los Angeles, to han- 
dle its advertising. Current pro- 
motion is confined to the West 
Coast and plans are being made 
for a national campaign in the 
fall. 


Forms Research Department 


Bean & Helfrich, Baltimore 
management consultant, has estab- 
lished a market research and sales 
analysis department. Roy F. New- 
man, formerly of Roy F. Newman 
& Assoctates, Jacksonville, Fla., 
has been named director of the 
new department, with Allen Kayne 
as his assistant. 


Station Prices Off 
50%, but Radio Isn't 
Dead, Broker Opines 


PHILADELPHIA—Although radio 
station prices have declined as 
much as 50% during the past two 
years, radio isn’t a “dead duck” 
and will survive the onslaughts of 
television just as daily and weekly 
newspapers withstood the attacks 
of radio, in the belief of Albert 
Zugsmith, executive vice-pres- 
ident of Smith Davis Corp., news- 
paper and radio station broker. 

“T have been repeatedly asked 
by those in the industry to make 
a statement on the future of radio,” 
Mr. Zugsmith said, “and due to 
some of the apprehensive com- 
ments made by some of our col- 
leagues, I feel that it is expedient 
to try and clear the atmosphere. 
Radio is by no means a ‘dead duck’ 
or an ailing child. Radio is act- 
ually coming of age, and with 
maturity it must meet the prob- 
lems that one does not face as a 
child.” 

The main reason for plummet- 
ing station prices, contrasted with 
firm prices of most newspapers, is 
that most owners had set “fantas- 
tic” prices on their properties, Mr. 
Zugsmith said. In addition, the 
FCC issued more licenses per 
community than each area could 
support, he said, and a shake-out 
must eventually take place in some 
cities. 

Magazine and motion picture 
industries will be much more ad- 
versely affected economically by 
television than the radio or news- 
paper fields, Mr. Zugsmith be- 
lieves. 


Milwaukee Adclub Elects 
Conlee New President 

Courtland R. Conlee, promotion 
and research manager of the Mil- 
waukee Journal, has been elected 
president of the 
Milwaukee Ad- 
vertising Club. 
He succeeds Rob- 
ert Heinz, assist- 
ant promotion di- 
rector of the Bos- 
ton Store. 

Roy des Jar- 
diens, of George 
Weber, Inc., has 
been named vice- 
president, and 
Burt Hotvedt, 
Klau-Van Pieter- 
som-Dunlap Associates, secretary. 
Robert Froelich of Northwestern 
Printing Co. has been reelected 
treasurer. 


Cc. R. Conlee 


Fellman Opens Office 


Leonard F. Fellman & Associates, 
Philadelphia, has opened new of- 
fices in the Empire State building, 
New York. 
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THE BOSS 


Here is the lord high master of a realm 
Bounded alone by brains and salesmanship; 
He must be hard when fate would overwhelm, 
Indulgent when good helpers make a slip. 

His lot is good when skies cerulean 

Smile on his world, and eager clients spend; 
In tougher times, his will herculean 

Must show more strength than others comprehend. 


To those he serves, he must be affable; 
To those he hires, kind, understanding, firm; 

It ill becomes him to be laughable; 

He must have words, at need, to make men squirm; 

At Christmas parties, when his gang is mellow, 

He must appear to be a grand fellow. 


Arthur Frederic Otis 


Magazines Get 


30% of Business 
Out of New York 


New YorK—New York City ac- 
counts for 30.9% of a total of $441,- 
000,000 of magazine advertising in- 
cluded in a special analysis of the 
geographic breakdown of Pub- 
lishers Information Bureau reports 
for 1948, the Magazine Advertis- 
ing Bureau said last week. 

The analysis, first of its kind 
covering a complete year in terms 
of the city-and-state location of ad- 
vertisers, revealed that Chicago 
advertisers placed 11.3% of the 
total. Detroit was third, accounting 
for 4.6% of the grand dollar total 
in magazine billings; Cincinnati 
fourth, with 2.2%, and Philadel- 
phia fifth, with 2.0%. The figures 
revealed that 17 cities accounted 
for more than $4,000,000 each, to- 
taling nearly two-thirds of the na- 
tional volume. 

Individual cities varied greatly 
in terms of different industry clas- 
sifications, although New York led 
in six of the seven groups. In ap- 
parel, New York, with $22,400,000 
in billings, far outpaced the field, 
accounting for 47.8% of the total. 
St. Louis was second with 8.5% 
of the total, followed by Chicago, 
5.8%; Philadelphia, 2.6%, and Los 
Angeles, 1.7%. 


ws New York accounted for 40.6% 
of drugs-toiletries billings, with 
$19,900,000, followed by Chicago, 
11.8%; Cincinnati, 7.8%; Boston, 
4.1%, and Los Angeles, 2.7%. New 
York’s share of general advertis- 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


Y 
O of the metalworking industry’s 


6,210,165 EMPLOYEES 
work in the plants reached 
by STEEL every week 


Only 4%—248,407 workers—are employed in 
the remaining plants. STEEL makes your adver- 
tising dollars worth more by directing your ads 


to the worthwhile plants that do the bulk of 


the metalworking business. 


ing, $18,400,000, amounted to 38% 
of the total; Chicago and Rochester 
were tied with 4.8%, followed by 
Milwaukee, 1.7%, and Cincinnati, 
15%. In business and finance, 
New York led with $17,400,000, or 
32.3% of the total, followed by 
Chicago, 8.7%; Washington, 4.1%; 
Pittsburgh, 3.1%, and Philadelphia, 
3%. 

In the foods-beverage group, 
New York accounted for $27,800,- 
000 in billings, or 33.9%. The four 
other top markets were Chicago, 
with 15.7%; Minneapolis-St. Paul, 
4.3%; San Francisco, 3.7%, and 
Milwaukee, 2.6%. New York led in 
the home building classification, 
with $19,100,000, or 20.3% of the 
total, followed by Chicago, with 
15.7%; Pittsburgh, 4.7%; Bridge- 
port, 3.9%, and Detroit, 3.6%. 

Detroit held the lead in the com- 
bined transportation-agriculture 
classification, accounting for $15,- 
300,000, or 22.7% of the total; New 
York was second, with 15.7% of 
the total, followed by Chicago, 
9.3%; Akron, 5.3%, and Toledo, 
3.4%. 


Du Pont Promotes Seven 
in Rayon and Research 


E. I. Du Pont de Nemours & Co., 
Wilmington, Del., has made five 
changes in its rayon division and 
two in the research section. V 
Ward Smith, formerly assistant 
director of rayon sales, will head 
up Cordura rayon sales; Ford B 
Draper, formerly manager of 
staple sales, has been named -as- 
sistant director of textile rayon 
and staple sales. W. Samuel Car- 
penter III, formerly assistant di- 
rector of production, has been ap- 
pointed assistant manager of Cor- 
dura sales, and Dr. W. W. Owen 
has been shifted from technica! 
service to Cordura sales. V. S. Var 
Scoy, assistant manager of tech- 
nical service, has been named man- 
ager of the new sales develop- 
ment section. 

Dr. Joseph E. Waltz, with the 
nylon research department since 
1941, has been promoted to re- 
search supervisor. Ambrose W 
Staudt, manager of the nylon 
technical service section, has been 


named manager of the market re- 


search section of the firm’s trad 
analysis division. 
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NESS — AND EVERY BITE WAS CHOCKFULL 
OF WHOLESOME NOURISHMENT, Too — 
INCLUDING ENERGY, MINERALS, VITAMINS, 
AAID PROTEIN — THE FOOD ELEMENTS 
SO VITAL TO ROBUST GOOD HEALTH 
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'f anyone talked like this, you’d consider a boring acquaintance. But most people can 


him a grade-A bore. You can’t always ignore (and do) ignore boring advertising. That’s 


YOUNG & RUBICAM, INC. apverrisinc 


why the more interesting the advertising, 
the better investment it is for the advertiser, 
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The Exclusive Dealing Contract 


There is little likelihood that 
merchandising in the petroleum 
field will be seriously changed be- 
cause of the recent Supreme Court 
ruling against exclusive dealing 
contracts in a case involving Stand- 
ard Oil Co. of California. Although 
exclusive dealing contracts have 
been common in the petroleum in- 
dustry in California, and in some 
other places in the West, they have 
been practically unknown for some 
years in most of the states. 

As far as formal contracts are 
concerned, most of the service sta- 
tions handling a particular brand 
of gasoline are at perfect liberty 
to install a competitive brand if 
they want to, although it can be 
assumed that their present source 
of supply would develop some 
weighty arguments against the 
idea—a procedure, incidentally, 
which the Supreme Court specif- 
ically approved. 

In spite of this situation, which 
makes it look as though the Su- 
preme Court decision outlawed a 
practice which is not common, 
there are numerous observers in 
the petroleum marketing field who 
believe that the court’s opinion 
will have an important effect on 
marketing practices throughout the 
country. 

These observers say that as time 
goes on the effect may be particu- 
larly noticeable in the merchan- 
dising of tires, batteries and acces- 


sories. They assert that dealers are 
under considerable pressure to 
carry only brands which are “ap- 
proved” by their gasoline and 
motor oil sources, and they believe 
that the weight of choice given 
the dealer by the court decision 
may make some of them less will- 
ing to go along with sales pres- 
sures in this regard than they have 
in the past. 

But the court decision—a bit- 
terly contested one which split the 
court itself into numerous factions 
—seems even more important in 
fields outside that of petroleum 
marketing. For example, what 
about automobiles, where exclusive 
dealing contracts are the general 
rule? Will some dealer take the 
advertising slogan literally some 
day, and provide that his customers 
can “look at all three”—under one 
roof? 

And what about the numerous 
other areas in which exclusive 
dealing contracts are by no means 
unknown? The decision has a great 
many implications which must be 
watched carefully. 

From where we sit, none of them 
at present gives any evidence of 
causing a revolution in distribution 
practices, in any line. But the de- 
cision unquestionably strengthens 
the general position of dealers in 
all lines, and makes the job of the 
manufacturer a somewhat more 
arduous one. 


To Sell, But Not to Buy 


The dilemma of the business 
man who is urging his sales force 
to greater efforts at the same time 
that he is urging his purchasing 
department to greater resistance 
was portrayed, with unwitting hu- 
mor, in a Wall Street Journal story 
reporting an open house held by 
Timken Roller Bearing Co. to mark 
its 50th anniversary. 

The open house was used, large- 
ly, as a public relations vehicle 
against high taxes. Reporting a 
sign over one machine visible on 
the plant tour, the Journal said: 

“Timken needs replacements for 
46 of these machines, but it can’t 
purchase them now because the 
money is being put aside against 
the possibility of proposed higher 
federal taxes, it was said. 

“William E. Umstattd, president 
of Timken, underlined the serious- 
ness of pending higher taxes. Tim- 
ken, he said, is making no plans 
for further capital expenditures 
this year until proposed tax legis- 


lation in Congress is settled.” We 
should add that the open house 
was held just a couple of weeks 
ago. 

Now, this all adds up to sound 
business sense, and is in no way 
subject to criticism. But it does 
make one wonder how success- 
fully the sales department of a 
company can sell, when the man- 
agement has clamped down on all 
buying, and goes out of its way to 
make its no-buying policy clear. 

To sell, but not to buy, seems to 
be the confirmed judgment of 
most business men these days, a 
judgment with which we have no 
quarrel whatever. It is a wonderful 
state of affairs, if it is possible to 
achieve and maintain it. But we 
suspect that business won’t really 
get rolling again until everyone 
decides the time has come to buy 
as well as sell. What someone has 
called “cautious optimism” is a 
wonderful thing for business, when 
widely practiced. 


(cRtme OR CauNncH) 


—Holsum Products 


“No thanks. I’d rather have a Holsum peanut butter sandwich.” 


How’s That? 

We were reading pleasantly 
through a news release announcing 
that “Gone to Chicago,” a new 
song, had been written to com- 
memorate the 100th anniversary 
of the Chicago and North Western 
Railway System, when we hit a 
quote from disc jockey Dave Gar- 
roway of WMAQ: 

“‘Gone to Chicago’ is a bit of 
‘esoterica’ guaranteed to make 
you hop the next North Western 
train to the Windy City, Tiger, un- 
less you are already in the toddlin’ 
town—in which case you'll want 
to head for Kansas City just so 
you can come back again.” 

But not by the C&NW, Mr. Gar- 
roway, unless you want to go to 
Kansas City by way of Minneap- 
olis. That’s the kind of esoterica, 
Tiger, that comes straight from 
the Railway Guide. 


Vested Interest 

On a sweaty, humid and thor- 
oughly unpleasant day in New 
York, the Vest Contractors Asso- 
ciation ran this ad: 


YOULL L008 3OUR BEST 
SF VOU WEAR A VEST 
VERT CONTRACTORS Astoeu TOR MEW vem erry 


Ah, Technical Copy 

This is the copy for Wyeth’s 
Sopronol, which appeared in the 
June American Druggist: 

“A safe way of treating tinea 
pedis... 

“Use Sopronol, hundreds and 
hundreds of case histories suggest. 

“Sopronol is physiologic. It util- 
izes the fatty acids found in hu- 
man sweat (propionates and cap- 
rylates) to combat fungi just as 
nature does. 

“And because of this, Sopronol 
heals effectively and safely. Is 
virtually non-irritating, non-sen- 
sitizing, non-keratolytic. 

“Fight fungi physiologically... 
with Sopronol.” 


No Buttons, No Charge 
Traveling displays, on the out- 
sides of buses in the Tampa, Fila., 
area, are reported doing a real 
business-building job for Semi- 
nole Laundry of that city. And no 
wonder. 


The copy reads: “No 


charge if we fail to replace any 
missing buttons!” 


Thrill-Packed 

We are still mumbling to our- 
selves over the news that the 
sponsored motion picture to rep- 
resent the U. S. at the Tenth An- 
nual Exhibition of Cinemato- 
graphic Art in Venice will be “It’s 
the Maine Sardine.” 


Jottings 

Straws in the wind: Diamond 
sales in 1949 are not expected to 
exceed half of 1948’s volume, the 
directors of Anglo-American Trust 
Ltd. were told recently... 

Boston Lying-in hospital is the 
unlikely origination point of 
WCOP’s “Blessed Event” show. A 
staff announcer interviews new 
mothers and fathers, visiting rel- 
atives and _ hospital personnel. 
Mothers of babies born during the 
15-minute stretch on the air are 
congratulated on the show, and 
later receive awards... 

Who, me? division: A letter from 
Mariam French, publicity woman, 
begins: “Thank you for writing 
a personal letter to your congress- 
man protesting the 20% cosmetic 
tax in response to my letter of 
April 15. 

Odd headline on a release from 
the British Travel Association— 
“British Money Is Easy When You 
Know How.” Generations of Am- 
erican financiers have certainly 
lacked know-how... 

We were delighted to learn from 
Heyden Chemical Corp. that di- 
hydrostreptomycin sulfate is com- 
mercially available in crystalline 
form for the first time... 

Harris & Ewing of Washington, 
in whose photograph files are pic- 
tures of most of the great of the 
past 44 years, has opened a New 
York office at 17 E. 42nd St... 

When Bigelow-Sanford reduced 
carpet prices, Frederick B. Klein, 
president of Alexander Smith & 
Sons, rushed into print with this 
statement: “We heartily approve 
the action of the Bigelow company 
in reducing their prices. Costs do 
not justify any cut...” 

An AA correspondent recently 
turned in this gem: “To demon- 
strate how simple Atolak is to ap- 
ply, a housewife is shown polish- 
ing up the family car instead of 
the usual man of the house”... 

All hail to Thomas S. Olsen, 
exec. v.p. of General Baking Co., 
whose most recent achievement 
was pre-slicing fruit cake into 
three layers... 

Did you know that Pillsbury 
Mills is proud of Kno-Knead Bar- 
becue Onion buns, featured by the 
Millers’ National Federation All- 
American Sandwich campaign? ... 


SS habe cP, SPR a 1 ee ere ok 


Advertising Age, July 4, 1949 


| Rough Proofs | 


Chase & Sanborn say the wa: 
to pronounce their new blen 
Selecciones is “seleck-see-o-nays, 
an educational effort which j 
highly approved by the Reader 
Digest. 


As manager of the New Yor! 
Giants, Leo Durocher is tryin; 
hard to live up to the traditions o 
the mighty Muggsy McGraw, bu 
the umpires say he still has a lon; 
way to go. 


There are sO many new idea: 
floating around in the dentifric« 
field these days that the puzzlec 
consumer may finally decide tc 
use plain salt and water and let it 
go at that. 


“Sell harder, and trim lines, 
NRDGA told,” headlines the 
world’s greatest advertising jour- 
nal. 

Discussion of trimming lines has 
already sent a shudder through 
the appliance industry. 


Carnation Milk’s label has been 
“reincarnated,” the story says, and 
one detail seems to be the omission 
of the slogan, “From contented 
cows.” Aren’t they as happy in 
California as they used to be in 
Wisconsin? 


Ted Fox came up with scores 
of 76, 72 and 79 at the WAGA 
three-day tournament at Min- 
ocqua, and since he’s with True 
Story, there was no question about 
acceptance of those sparkling 
figures. 


The Hoover program for govern- 
ment reorganization is now law, 
and it will be interesting to see 
how much fortitude is displayed 
by Washington politicos in cutting 
off useless jobs and jobholders. 


Those newsreels the Bureau of 
the Census is distributing will 
make taking the 1950 population 
count a lot easier, especially if 
they can find a painless method 
of separating elderly  spinsters 
from their natal statistics. 


The three sets of charming Toni 
twins are heavily booked for travel 


to all parts of the USA, and the * 


only thing the promoters need 
worry about is that admiring 
swains may want to break up 
these winning combinations. 


Pathfinder says that in the sma! 
towns everybody goes home io 
lunch, This is fine for all the fan:- 
ily except mamma, who has ‘0 
start cooking the midday meal «s 
soon as she finishes washing t!e 
breakfast dishes. 


Gladys the beautiful receptio \- 
ist says she can’t understand w! y 
in the swankier restaurants it 
usually takes half an hour to b ily 
a three-minute egg. 


A Duluth advertising ager -:y 
looking for an artist says, “Sw 2p 
big city living for fishing e 4 
hunting paradise.” 

What—no deadlines? 


New Orleans tourist promot 
forces will be able to make | ig 
capital of the fact that the Nev s- 
paper Advertising Executives’ / s- 
sociation picked the Cresco 
City for its midsummer meetin :. 

Copy C 5B. 
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alf the Philadelphia market 
is OUTSIDE the city limits... 


Don’t be misled about the Philadelphia Market! It’s 
twice as big as the city itself. Out in the prosperous 


Compare these ‘Up-to-Date Figures’ 
surrounding 13 counties, lives the majority of the 


NOT JUST THE "HUB" — BUT 
population in this Philadelphia Market Area. 


THE WHOLE RICH MARKET! 


DAILY SUNDAY 


INQUIRER INQUIRER 
Jo OF FAMILY COVERAGE 


To capture this entire buying area—to reach the 
combined population of more than 4,000,000 per- 


sons—to sell them—you need THE INQUIRER. 71.5 86.9 

69.2 88.2 
Read the Chart and YOU’LL SEE ONE OF THE 20 MILES 63.8 84.8 
MANY GOOD REASONS WHY THE INQUIRER man 60.4 82.5 
HAS CARRIED MORE ADVERTISING THAN WITHIN 54.7 77.6 


40 MILES 


ANY OTHER PHILADELPHIA NEWSPAPER 
FOR 15 CONSECUTIVE YEARS! 


WITHIN 
SO MILES 


eh. ies Ae Taf Sie, Sa a ' 
PP. See ee) eee teres eee Oe i Ge ss 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


_ Exclusive Advertising Representatives: 
TED W. LORD, Empire State Bldg., N.Y.C., Longocre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., Detroit, Woodward 1-6005 
West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 @ 448 S. Hill St., Los Angeles, Michigan 0578 
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Naudain Promoted 


Albert G. Naudain has been ap- 
pointed assistant to Leonard J. 
Doyle, vice-president in charge of 
bag and paper sales of Union Bag 
& Paper Corp., New York. Mr. 
Naudain joined the company in 
1938 and since 1942 has handled 
sales of multi-wall bags in the 
southwestern section of the United 
States. 


Appoints Smurthwaite 

H. F. Smurthwaite, formerly 
with Distribution Age, has been 
named Cleveland advertising rep- 
resentative of Conover-Mast’s new 
publication, Construction Equip- 
ment & Materials, which will bow 
in October. 


Harian Names Metropolitan 
Harian Publishing Co., Green- 
lawn, N. Y., publisher of travel 
books and booklets, has appointed 
Metropolitan Advertising Co., New 
York, to handle its account. News- 
papers and magazines will be 
used. 


Formfit's ‘Bobbie’ 
Undergarments Will 
Get Autumn Ad Drive 


Cuicaco—Beginning with the 
August issues of Calling All Girls 
and Seventeen, the Formfit Co. will 
open its fall promotion of the 
“Bobbie” line of undergarments, 
which were designed to incorpor- 
ate the preferences of teen-agers 
themselves. 

About two years ago, Formfit 
Institute, an independent group set 
up to do research in retailing un- 
dergarments, undertook an investi- 
gation of the problem of selling 
teen-agers. 

It found a market of 8,000,000 
girls between the ages of 13 and 
19—and also found that they did 
not respond to merchandising tech- 
niques ordinarily used by the com- 
pany. In addition, the institute an- 
nounced that its research indicates 


teens want humor, not realism, in 
advertising. As a result, Formfit 
Co. uses line or cartoon-like art 
in the ads. 

After compiling an impressive 
amount of data, the Formfit Co. 
organized what it calls the Bobbie 
Fashion Board. About 40 girls from 
various sections of the country, 
who were adjudged fashion-con- 
scious by their teachers, were 
brought to Chicago at the com- 
pany’s expense to discuss prefer- 
ences in fabrics, colors and types 
of garments. 


a Their conclusions, which were 
checked through additional direct 
mail polls, have been incorporated 
in Formfit’s Bobbie line of bras, 
briefs, britches and brevies—the 
britches, incidentally, have a spe- 
cial pocket which carries a lucky 
penny. 

Convinced that the teen-age 
group does not like to shop in the 
regular corset department, nor ask 
specifically for foundationwear, 
Formfit has developed a package 
idea for department stores, which 
involves setting up a teen mer- 
chandise section and backing the 
entire section with a uniform 
“teen week” campaign. Display 
and point-of-sale material are 
used. 

MacFarland-Aveyard & Co. is 
the agency. 


Pesco Appoints Four 


John A. Lauck, chief engineer 
of Pesco’s pump division, has been 
named vice-president of the Pesco 
Products division of Borg-Warner 
Corp. D. A. Sutherland, formerly 
Pesco’s eastern sales manager for 
industrial products, has been ap- 
pointed industrial relations man- 
ager. G. V. Patrick, formerly ex- 
ecutive vice-president of the 
Cleveland Automatic Machine Co., 
has been named to succeed Mr. 
Sutherland. Frank R. Canney, 
formerly with Boeing Airplane 
Co., has been appointed sales engi- 
neer in charge of Pesco’s sales 
activities with the airline com- 
panies. Pesco will soon move to 
a new plant in northeastern Bed- 
ford Township near Cleveland. 


Milligan Is Appointed 


Lawrence D. Milligan, formerly 
sales manager of television station 
WBKB, Chicago, has been named 
account executive of Aubrey, 
Moore & Wallace, Chicago. John 
H. Mitchell, general manager of 
the video station, has taken over 
the additional duties of sales man- 
ager. 


when you want them. 


But you'll be as frisky as a young colt when 
your production headaches are passed on 
to Washington... for fine printing plates 
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Three silver awards in a competition among members of the Affiliatec 
Advertising Agency Network were won by Joseph Advertising Agency 
Cincinnati, for ads prepared for Red Top Brewing Co., and happiesi 
man in the agency is Eli Cohan, who has handled the account for the 
past 27 years. .. 

Among the guests at a cocktail party given by Picard Advertising 
Agency, New York, to celebrate the company’s silver anniversary was 
John Aufiero, president of E. A. Laboratories, who was Richard A. 
Picard’s first client in 1924. Another guest was Benjamin Putterman, 
pres. of Yankee Metal Products Corp., who also placed his account with 
the agency 25 years ago. . . Charles Pumpian, media director of Henri, 
Hurst & McDonald, Chicago, received his permanent rank of com- 
mander in the USNR on June 20... 

Wally Hutchinson, assistant advertising and promotion manager of 
KGO, San Francisco, married Kathleen McGuiness of Oakland June 
11. . . Bill Eichhorn, vice-president of Grant & Wadsworth, New York, 
will celebrate 38 years in the advertising business on July 15. . . Thomas 
Aitken Jr., assistant manager of the Buenos Aires office of McCann- 
Erickson, is in New York on his triennial furlough. . . 

Dr. Allen B. DuMont, head of Allen B. DuMont Laboratories, Passaic, 
N.J., has been awarded the doctor of engineering degree by the Poly- 
technic Institute of Brooklyn for his pioneer work in the “creative 
development and the industrial establishment of the television industry 
in America.” ... . 


‘A9ers—The three owners of Rowland Broiles Co., Fort Worth agency, and their 
wives got themselves up appropriately for the Fort Worth Adclub’s ‘49er party, 
staged in keeping with the city’s centennial year. Left to right are: Maxwell 


Goodman, vice-president and manager, and Mrs. Goodman; Rowland Broiles, 
president, and his wife; Mrs. J. Frank Lively, and Mr. Lively, vice-president and 
art director. 


New officers of the New York Advertising Men’s Post No. 209 of the 
American Legion, elected on June 20, were: Hugh Norman of Park & 
Tilford, commander, and Charles R. Bell of American Legion public 
relations department; Raymond A. Burley, De Bellis, Buoni & Cappo; 
C. Armond Johnson, Paper Sales Corp.; Glen Lemons, Advertising Nov- 
elties, and Warren Rohlfs, F. A. Russo, Inc., vice-commanders. . 

Al Woolley, mgr. of NBC recording in Hollywood, is being congratu- 
lated on the arrival of a daughter, named Charlotte Elizabeth. Mrs. 
Woolley is the former Dalpha Fasken, assistant to the NBC sales pro- 
motion manager in Hollywood. ... A new Canton, O., baby is Michael 
Robert Frank, second son of Mr. and Mrs. Morton Frank. Mr. Frank is 
publisher and Mrs. Frank is woman’s editor of the Canton Economist 
and Lorain Sunday News... 

The main hall of the Milwaukee Auditorium has been named William 
George Bruce in honor of the head of Bruce Publishing Co. Mr. Bruce, 
who has been active in the work of the Auditorium since 1905, is presi- 
dent of the board and the only surviving member of the original 
group. . . 

Joyce Bell of the ad staff of Scarbrough & Sons, Austin, Tex., wil! 
attend the Tobe-Coburn School for Fashion Careers in New York next 
year as winner of the $900 scholarship awarded by Neiman-Marcus, 
Dallas. . . 

California Fruit Growers’ ad manager, Russell Z. Eller, has been 
elected president of the Los Angeles alumni chapter of Alpha Delta 
Sigma. Carleton H. Sieck, of H. Charles Sieck, Inc., and Bill Moses, 
Los Angeles Examiner, are new v.p.s; Byron Brown, of Byron Brown, 
Advertising, is secretary, and Frank McMahon, Foote, Cone & Belding, 
is treasurer. . . 

The University of Missouri's School of Journalism has presented 
the national Kappa Tau Alpha Research Award for 1948 to Paul F. 
Lazarsfeld for his recent book, “Radio Listening in America,” publishe:! 
by Prentice-Hall. Dr. Lazarsfeld, who wrote the book in collaboratio: 
with Patricia Kendall, is director of the Bureau of Applied Social Re- 
search at Columbia University. . . 

Emmett Corrigan, chairman of the board of Albert Frank-Guenther 
Law, New York, sailed aboard the Queen Mary on June 21 for a 
month’s vacation in Paris, Vienna and London. . . Joseph M. Russakol', 
president of Vanguard Advertising, New York, has an article entitled 
“Merchants or Bankers?” in the summer edition of New York Uni- 
versity’s “Journal of Retailing”. . . Gardner Cowles, president ard 
editor of Look, returned to Harvard University, his alma mater, on 
June 23 to act as marshal of the commencement exercises. . . 

Edward W. Scudder Jr., president of WNJR, Newark, N. J., is the 
proud pappa of a son, Edward W. Scudder III. . . Manhattan College, 
New York, has awarded an honorary degree of doctor of laws 
Frank M. Folsom, president of Radio Corp. of America. . . Albert )). 
Lasker, pioneer advertising executive, was honor guest at a recet 
dinner of the advertisers and publishers division of the United Jewish 
Appeal of Greater New York... 

Arthur Harrison Motley figured in the society columns during the 
June 18 weekend, when his daughter, Yvonne, was married to Thomas 
Bayard McCade Jr. at New York’s Little Church Around the Corner. 
Arthur Harrison is easily recognizable as “Red” Motley, Parade’s 
publisher. . . 
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Auto Dealers Boost 
Service Volume with 


Safety Drive Tie-in 


MINNEAPOLIS—A tie-up with the 
city’s car safety drive has brought 
Minneapolis auto dealers a spurt 
oe in car sales and service, and a 
a protest from independent garage 
owners who were not included in 
the campaign. 

As a community service, the 58 
auto dealers in the association of- 
fered for one month to make the 
same check-up required in the 
city’s “Safety Lane” tests and to 
give owners of all approved ve- 
hicles a specially-designed “OK” 
sticker. The sticker enables the 
motorist to by-pass a number of 
busy safety lanes set up by the 
traffic division of the police de- 
partment. 

Erwin, Wasey & Co. prepared 
the association’s campaign, which 
includes the stickers, displays and 
quarter-page advertisements in the 
Minneapolis Star and Tribune. 


IT’S ONLY A FEW 
a 


yal d 


YOUR SHARE? 


$2,995,897,000.00 


1948 Retail Sales* in WOW-LAND 
counties (BMB). 


All authorities agree this year's re- 
tail sales may be slightly lower... 
BUT ... they also say... 


Q6F We 'imase in the third 
28% 


quarter; 


of 1949 retail sales will 
be made in the fourth 
quarter. 


Get YOUR share of the... 
22% Spent in food stores; 


40% Spent in general mer- 


chandise stores—inc. ap- 
parel and furniture; 


38% Spent in other retail 
outlets. 


You WILL get Your share if 
you use the advertising facilities 
of Radio WOW—the ONLY 
single advertising medium that 
covers the vast territory within 
150 miles of Omaha in every 
direction. 

For availabilities see your John 
Blair man, or telephone Omaha, 
Webster 3400. 


* (Based on SALES MANAGEMENT'S fig- 
ures—May 10, Survey of ying Power— 
except for lowa, which is based om state 
sales tax receipts.) 


Service business had been in the 
doldrums, some dealers said, but 
now they’ve got too much repair 
and adjustment work to do. In- 
dependent garages insisted that 
they should have been included in 
the special campaign. The motorist, 
of course, is not obligated to have 
any work done if his car fails to 
meet the standards, but the dealer 
gives him a reminder in the form 
of a check list indicating the part 
or parts in need of repair or ad- 
justment. 


Union Readership Measured 


The journalism school of the 
University of Minnesota is making 
a readership survey of the “Min- 
nesota Union Advocate,” official 
publication of the St. Paul Trades 
and Labor Assembly (AFL). 


Farm Bureau Names Mereness 


Minnesota Farm Bureau Feder- 
ation has appointed A. G. Mere- 
ness, bureau director of organiza- 
tion for 21 years, as director of 
the newly created department of 
public relations. 


Black Eagle Oil Names Reed 


R. H. Reed, formerly advertis- 
ing and sales promotion manager 
of Cooper Tire & Rubber Co., 
Findlay, O., has been appointed 
sales manager of the Black Eagle 
Oil Co., Milwaukee. 


Appoints Rheinhold 


W. R. Rheinhold has been named 
refrigeration sales manager of Cut- 
ler-Hammer, Inc., Milwaukee, suc- 
ceeding R. M. Van Vleet, retired. 
Mr. Rheinhold joined the company 
in 1933. 
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Form Engraving Firm 


Morris Reiman, Jack Cony ay 
and Mortimer Tarcher have e- 
signed from Quality Photo-! n- 
graving Corp. to form Reim. n- 
Conway Associates, Inc., 305 E£. 
46th St., New York. 


Appoints Leslie Stratton 


eastern representative of Hon: 


Leslie C. Stratton Jr., forme: y 
Cooper, San Francisco agency, h ‘ , 


been appointed special represent 


tive of Transportation Displa);, — 


Inc., New York. 
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Free Horse to Death 
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Ferme? 
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New Swiss Watch 
Ads Start in July 


New YorK—A new series of ad- 
y rtisements by the Watchmakers 
of Switzerland will begin this 
mc noth in seven magazines and sev- 
ere! trade papers. All of the ads 
wil be full pages in color. The 
me azines to be used are Country 
Ge tleman, Farm Journal, Life, 
Look, National Geographic, The 
Sai irday Evening Post and Time. 


Copy aimed at educating the 
public concerning the value of fea- 
tures found only in jeweled-lever 
watch movements, it is said, will 
highlight the new series. As in 
former series, the gift-giving theme 
will continue to be emphasized. 
The campaign is designed not only 
to educate the public but to help 
increase jewelry store traffic as 
well. 

Merchandising and promotion 
material, including window dis- 
plays and other point-of-sale aids, 


also will be used. 
Foote, Cone & Belding Interna- 
tional Corp. is the agency. 


‘Standard’ to Print by Roto 


The Standard, Montreal week- 
end newspaper, will print its en- 
tire magazine section in roto- 
gravure, beginning with the July 
16 issue. The four-color magazine 
page rate will be $1,300, effective 
July 16. Two-color and black-and- 
white rates ($1,100 and $900, re- 
spectively) will become effective 


— 


R) 
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Jan. 1, 1950. 


Federal Life to Warren 


Federal Life & Casualty Co., 
New York, has appointed William 
Warren Agency to handle its ad- 
vertising. Plans call for sponsor- 
ship on the Galen Drake program, 
WCBS, and television film spots 
‘n the fall. 


To Morey. Humm & Johnstone 


Morey, Humm & Johnstone, Inc., 
New York, has been appointed ad- 
vertising counsel for Eastern Kool- 
vent Aluminum Awning, Inc., 
Mineola, N. Y. 


For years, one and all have been invited to enjoy a gleeful 
gallop heralded as a free ride to health, wealth, and everlasting 
happiness. No thought is given to the length of the trail or to the 
rough spots that may lie ahead. Now, new spurs are being fash- 
ioned. Among them is one that may prove to be the death of the 
horse: medical care for all, provided by a benign government. 


Those who plan these “free” rides seem to think that the over- 
burdened taxpayer is inexhaustible. They assure us that the 
killing pace can be maintained. However, the strain is begin- 
ning to tell, and failure to call a halt to this reckless ride can 


result in disaster. 


We, at Chilton, feel that it is time to throw away whip and 
spur and unhorse those who are interested solely in a free 
ride .. . time to consider easing the burden of the taxpayer— 
corporate and individual. And we believe that freer rein should 
be given to venture capital, the real workhorse of our economic 
system, that could carry us all a long way along the road to a 
better standard of living through more production. 


CHILTON COMPANY (INC) 


Chestnut and 56th Sts. 100 East 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


CHILTON 
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roan | Billion 


... AND YOU NEED PB TO 
SELL THE WHOLE MARKET 


The building market is every- 
where—in big cities, small towns 
and rural areas. You can’t cover it 
with halfway measures. To sell the 
whole market, it takes PRACTI- 
CAL BUILDER, because PB 
reaches more contractor-builders 
(big, little and medium-size opera- 
tors)—because PB’s ‘‘how-to-do- 
it’’ editorial formula builds the 
kind of readership that sells build- 
ing products for manufacturers, 
Investigate before you invest! 


FREE—Write today for your 
copy of new PB Data Sheet with 
chart showing metropolitan vs. 
non-metropolitan building. 


The 
“How-to-Do-It” 


by 80,000 


Your Bosic Practical Building 
Buy b Men 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE. * CHICAGO 3, ILL, 


A HOME OF YOUR OWN 
Write for details on your letterhead. 


Practical Builder + Buildi News 
5 South Wabash Ave., Chee Sergiy! 
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Goodall Retailers 
Jump Sale Date 


WASHINGTON—A $7.75 cut in the 
prices of Palm Beach men’s suits 
filled the advertising columns of 
newspapers Tuesday as retailers 
here jumped the July 11 “clear- 
ance” date planned by the manu- 
facturer, the Goodall Co., New 
York. 

When the news leaked from New 
York Friday that Goodall would 
authorize Palm Beach clearance 
of $27.50 hot-weather suits for 
$19.75 July 11, over-stocked mer- 
chants argued “there is no point 
in waiting.” Several said they no- 
tified Elmer L. Ward, Goodall’s 
president, that they couldn’t wait, 
and that Mr. Ward “tacitly recog- 
nized the need for immediate re- 
duction.” 


Names Everett-McKinney 


Everett-McKinney, New York, 
has been appointed national adver- 
tising representative of Station 


M, Lewiston-Auburn, Me. 


Farm Population Up 
330,000 to 27,776,000 


The farm population on Jan. 1 
had increased 330,000 over Jan. 1, 
1948, according to an estimate re- 
leased Wednesday by the Census 
Bureau and the Bureau of Agri- 
cultural Economics. The 27,776,000 
farm residents of Jan.1, 1949, com- 
pare with 27,439,000 12 months 
previously, and 25,520,000 in Jan- 
uary, 1944. 

The farm population reached a 
postwar high of 28,780,000 in July, 
1947, and was 28,350,000 in July, 
1948, the sample study indicated. 
It was 30,546,811 when the nation- 
al population census was taken in 
April, 1940. 


Reardon Appoints Gardner 


Reardon Co., St. Louis, manu- 
facturer of water paints, has ap- 
pointed Gardner Advertising Co., 
St. Louis, to handle the adver- 
tising for its new interior wall 
finish, Dramex. Local newspaper 
and trade publication advertising 
will be used. Dramex is said to 
color like paint and resurface like 
plaster. It covers nail holes and 
blemishes in one stroke. 


IT’S EASY, 
IF YOU | 
KNOW How! 


Yo, the hand is quicker than the eye, but down here in 
Deep Dixie, the ear is quicker than either. An extra “r” 
in the accent, or a little lack of tact about several subjects 


— well, you know. ... 


We of KWKH are Southerners. We talk and think like 
all the rest of our people down here. 


For 23 years we've studied our audience, 
and the results are reflected in our Hooper 
ratings. For March-April, 1949 our show- 
ing for Total Rated Periods was 38% 


better than our next 


‘*competitor.”’ 


Whatever you have to sell in our market, KWKH is 


The Branham Couhinns, erdteiives 
Henry Clay, General Manager 


your best radio buy. We can prove it. Interested? 
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Hooper Explains 
His lst Network 
Video Ratings 


New YorK—Texaco Star Theater, 
starring Milton Berle, led C. E. 
Hooper’s first Network TV-Hooper- 
atings made for the month of May 
on TV home based estimates with a 
rating of 74.4. This network rat- 
ing compares with Berle’s 80.5 rat- 
ing for the’ same month in the 
Hooper teleratings for New York. 

Explaining video’s top star’s 
lower network rating, Mr. Hooper 
pointed out the low quality of kine- 
scopes in many of the 24 cities 
where the show is seen and said, 
“It is not impossible that ‘what 
Berle’s got’ may be more of a 
mystery to some in Fort Worth, 
Dayton and Rochester than to the 
‘cafe’ conditioned New Yorker.” 

Among the networks, NBC and 
CBS each had six programs on the 
top 15, with ABC taking one, Du- 
Mont-NBC one and DuMont one. 


ws The first 15 network teleratings 
for May, with the number of cities 
indicated: 

Texaco Star Theater, 24 NBC.................. 74.4 
Godfrey’s Talent Scouts (Lipton’s) 

5 CBS 
The Goldbergs (General Foods) 11 CBS 60 60.6 
Toast of the Town (Lincoln-Mercury), 

17 CBS 
Cavalcade of Sports (Gillette), 13 NBC 48. 1 
Fred Waring (General Electric), 

| |. eee ere 42.1 
— Show (Bigelow-Sanford), 

27 NBC 


Suspense (Auto-Lite), 10 CBS......... 
Arthur Godfrey and His Friends 
(Liggett & Myers), 
Admiral Broadway Revue, 30 DuMont- 
NBC 


Your Show Time (American Tobacco), 
26 NBC 
Original Amateur Hour (P. Lorillard), 
15 DuMont 
Stop the Music (Admiral and Lorillard), 
9 AB 32 


a Mr. Hooper also pointed out that 
Godfrey’s Scouts showed a 73.0 
rating on a five-city TV network 
compared to his New York telerat- 
ing of 56.8 for May. “Chevrolet had 
the westbound co-ax that half- 
hour so Godfrey was on the eastern 
hook-up only. None of the four 
cities outside New York has seven 
different TV programs fighting for 
the audience during Godfrey’s 
broadcast,” Mr. Hooper pointed out. 

“Among the top 20 estimated net- 
work teleratings, you will find 12 
cases where the New York telerat- 
ings are from 5 to 20 points lower 
than the network estimated telerat- 
ings,’”’ Mr. Hooper explained at the 
subscriber conference held Tues- 
day in New York. “Don’t jump to 
the conclusion that this is ‘inflation’ 
in the measurement. It is probably 
just old-fashioned lack of competi- 
tion.” 

Among the programs with higher 
network than New York ratings, 
in addition to Godfrey’s Scouts, are 
“The Goldbergs,” “Cavalcade of 
Sports,” Fred Waring, “Your Show 
Time,” “Amateur Hour,” “Stop the 
Music” and “Colgate Theater.” 


a “The biggest single thing that 
ae ever happened in advertising 
is currently in progress,’ Mr. 
Hooper said. “Its impact is not con- 
fined to the TV set-owner. One 
must expect the facts describing its 
impact to set up reactions in ob- 
vious places. It is happening fast 
in restricted areas. It is leaving 
other areas untouched.” 

Mr. Hooper predicted that ratings 
of 1.0 and 2.0 will be attached to 
television programs just as in radio. 
“But the sky seems to be the limit 
in the other direction. Programs on 
TV cost more than programs on 
radio. But the audiences are worth 
more per hundred homes,” he said. 

“More than twice as many sets 
are in use in TV homes as in ‘radio 
only’ homes, at least during eve- 
ning hours. -More than twice as 
many persons are looking at the 


33.6|Ralph J. Wood Jr., 
P Station WMOR, Chicago, as pres- 
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average TV set as are listening to 
radio. Then there is that change 
from a radio ‘commercial’ to a TV 
‘sales demonstration’ which is at 
least a TV potential.” 

Mr. Hooper announced that sub- 
scribers only would receive June 
and subsequent reports to be issued 
monthly. Charter subscribers signed 
to start with June are: Batten, 
Barton, Durstine & Osborn; Camp- 
bell-Ewald; Chrysler Corp.; Elec- 
tric Auto-Lite Co.; William Esty 
Co.; Firestone Tire & Rubber; 
Foote, Cone & Belding; General 
Mills; Geyer, Newell & Ganger; 
Household Finance Corp.; S. C. 
Johnson & Son; Kudner Agency; 
Lever Brothers Co.; P. Lorillard 
Co.; Marschalk & Pratt; Sullivan, 
Stauffer, Colwell & Bayles, and 
Trans-American Broadcasting & 
Television Corp. 


TEXACO’S FUNNYMAN 
TOPS N.Y. RATINGS 


New YorKk—The nation’s tele- 
vision favorite, Milton Berle, star 
of the Texaco show, continued to 
hold first place in the June New 
York City Hooper teleratings. 

CBS had five shows on the top 
ten with NBC taking four and ABC 
one. 

The top ten for June: 

Star Theater—Berle (Texaco), NBC......75.5 
Bigelow Show (Bigelow-Sanford), 


NBC 
Toast of the Town (Lincoln-Mercury), 

CBS 
Kraft TV Theater (Kraft Foods), NBC..37.6 
Suspense (Auto-Lite), CBS 36.9 
Ford Theater (Ford Motor), + aa 303 
Stop the Music (P. Lorillard & 

Admiral), ABC 
Chevrolet on Broadway (Chevrolet 

div. ot General Motors Corp.), NBC..27.1 


g¢| Arthur Godfrey and His Friends 


(Liggett & Myers), CBS...............00000 25.7 
We, the People (Gulf Oil), CBS................ 24.6 


1|FM Broadcasters 
,| Group Elects Wood 


The newly orgariized FM Broad- 
casters of Chicagoland has elected 
manager of 


ident. Edward A. Wheeler, pres- 
ident of WEAW, Evanston, has 
been named vice-president. Harold 
Benton, manager, WILA, Wood- 
stock, is secretary, and Jerry Keefe, 
manager of WFJL, Chicago, is 
reasurer. 

Nine of the 25 FM stations in 
the area are charter members. In 
addition to the four represented 
by the officers, they are: Station 
WJIZ, Hammond, Ind.; WRGK, 
Brookfield, Ill.; WOAK, Oak Park, 
Ill.; WXRT, Chicago, and WGNB, 
Chicago. Eight additional stations 
have indicated their interest in 
becoming members. Main objec- 
tives of the organization are pro- 
motion of FM radio as an ad- 
vertising medium and the sale of 
FM sets to listeners. 


ABP to Issue ‘Cost Bulletin’ 


Associated Business Publications 
plans to issue a “Cost Bulletin” 
approximately every month to 
keep members informed on all 
matters of current cost problems 
and to augment the semi-annual 
“Cost Reports.” The bulletin will 
be prepared by N. O. Wynkoop, 
chairman of the finance and cost 
control committee. 


Hasbrook to Station KFI 


Freeman MHasbrook, formerly 
managing editor of the Burbank 
News and San Fernando Journal, 
has been appointed assistant pro- 
motion manager of Stations KFI 
and KFI-TV, Los Angeles, suc- 
ceeding George Ledell, now an ac- 
count executive. 
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Classified Admen 
Elect Frank James 
as New President 


ToLtepo—The Association o' 
Newspaper Classified Advertisin 
Managers, which has decided t 
do without a managing directo. 
during the next year, elected 17 
Frank James, classified ad chie. 
of the St. Louis Globe-Democrat 
as president at its 29th annua 
convention here. 

Mr. James succeeds Charlies W 
Horn, Los Angeles Examiner, wh« 
automatically became a membe) 
of the board of directors for a 
one-year term. Other officers in- 
clude: Ist vice-president, Walte: 
Campbell, Detroit Free Press 
2nd vice-president, Lester P. Jen- 
kins, Seattle Times; 3rd_ vice- 
president, Lee M. Hover, Phoenia 
Republic and Gazette; treasurer, 
Thomas J. Hougnon, St. Paul Dis- 
patch and Pioneer Press, and sec- 
retary, Arthur Mochel, Columbus 
Citizen. 

New directors who will serve 
two-year terms include H. J. Ben- 
dinger, Milwaukee Journal; Jack 
Whetstone, New Orleans Item, 
and Andrew J. Dazzi, Boston 
Globe. Directors for one-year terms 
are Fred Silman, Toronto Tele- 
gram, and James G. Slep, Altoona 


g| Mirror. 


@ Directors of the group decided 
that they would name no succes- 
sor to Felix S. Towle, managing 
director who resigned recentiy 
following a dispute over adminis- 
tration affairs. Milton Werner, 
classified ad manager of the Mil- 
waukee Sentinel, is to edit a new 
monthly release of classified ad 
data that will replace the Classi- 
fied Journal and the association’s 
fact sheet, “FYI.” The group also 
will send out a digest of selected 
promotional material which was 
exhibited at the four-day conven- 
tion here. 

The association accepted the bid 
of the Omaha World-Herald to 
hold its 1950 convention in that 
city next June. Gene Carrigan of 
the World-Herald will serve as 
general chairman. The Toledo 
Blade was host to the more than 
250 members and guests who at- 
tended the sessions here. 


Plan Film Series to Show 
How to Repair Own TV Set 


The Radio Manufacturers Asso- 
ciation and Television Broadcast- 
ers will team up this summer to 
produce a series of one-minute 
films designed to show set owners 
how to remedy minor reception de- 
fects without calling a_ service 
man. 

Intended for television broad- 
cast purposes, the films were sug- 
gested by service men who repor’ 
that many of their calls are from 
set owners who do not understan: 
the use of receiver controls anc 
antenna equipment, or who hav: 
improperly placed their receiver: 
The films are to be ready by fall. 


Vancouver Branch Closed 


Harold F. Stanfield Ltd. has sus 
pended operations of its Vancouve 
branch office, because of the ill 
ness of the manager, J. R. Markey 
Accounts will be handled in th 
Toronto, Montreal and Edmontor 
Alta., offices. 
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setting, printing, folding. 
enamel. Send us copy and 
_we to the rest. 


ae arINE ARTS PRINTING COMPANY | 
ie N. FRANKLIN ST., CHICAGO 10 | 


> Whether it’s @ simple “| 
letterhead or a 4-color | 
brochure . . . whether it’s‘. 
going letierpress or offset . . 
you can depend upon Fine Arts 

for a superb job at fomag 
price. May we quote you =4 
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Never Underestimate the Power of a Woman! 
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| NOR THE POWER OF THE MAGAZINE THAT ATTRACTS 

| AMERICA’S GREATEST PER-ISSUE ADVERTISING INVESTMENT. 

' BUSINESS, TOO, BELIEVES IN THE MAGAZINE WOMEN BELIEVE IN 


oe"JOURNAL ~ 
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Plan Third Freedom Forum 


The third of the national free- 
dom forums, and the first one in 
the West, will be held at the Uni- 
versity of Southern California, 
College of Aeronautics, Santa 
Maria, Cal., July 11-15. Ken Wells, 
director of operations of the joint 
committee of the Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies, will be director of 
the forum, which will be under the 
supervision of Harding College of 
Searcy, Ark., and the U. S. C. in 
Santa Maria. 


Foss Elected President 


Paul Foss, Paul Foss Printing 
& Lithographing Co., Minneapolis, 
has been elected president of the 
Advertising Club of Minneapolis. 
New vice-presidents are: Willis 
Brown, Minneapolis Star and Trib- 
une; John Forney, Campbell- 
Mithun, and Maurice McCaffrey, 
Dayton Co. John Heines, Flour 
City Paper Box Co., was elected 
secretary-treasurer. 


( Advertisement) 


New Railroad President 


Clair M. Roddewig has been elected 
president of the Chicago & Eastern 
Illinois Railroad. Mr. Roddewig reads 
The Wall Street Journal regularly. So 
do 33,759 company presidents (of a 
total daily audience of 233,123). These 
executives are a tremendous and in- 
fluential market. If you sell industry 
and want more results from your ad- 
vertising dollars, you should put The 
Wall Street Journal at the head of 
your list. 


Anti-Trust Law Confusion 
Due for Airing July 11 


WASHINGTON—The Supreme 
Court’s 5-4 decision outlawing ex- 
clusive dealing contracts of Stand- 
ard Oil of California may be the 
“straw that breaks the camel’s 
back” so far as existing anti-trust 
statutes are concerned. 

Interpreted and reinterpreted by 
divided courts for half a century, 
anti-trust law is so badly confused 
that judges arrive at diametrically 
opposite results, and “trustbust- 
ers” like Justice William O. Doug- 
las charge that the statutes actual- 
ly foster monopoly. 

In the Standard Oil case the ma- 
jority ruled that exclusive dealing 
contracts are illegal by themselves 
if a “substantial” amount of the 
market is involved. Other equally 
informed members of the Supreme 
Court say the contracts are all 
right ynless there is specific proof 
that competition has been substan- 
tially damaged. 

The need for overhaul of the 
anti-trust statutes will be thor- 
oughly examined beginning July 
11 at prolonged hearings of the 
House judiciary committee. Attor- 
1ey General Tom Clark leads off, 
followed by spokesmen from law, 
business and labor. By next ses- 
sion the committee may come up 
with a blueprint modernizing anti- 
trust policy in the light of today’s 
business conditions. 

aa 


Unfortunately, House Democrats 
are already feuding over anti-trust 
policy. Rep. Wright Patman (D., 
Tex.), is engineering a determined 
fight against delivered price legis- 
lation passed by the Senate and 
endorsed by the House judiciary 
committee. Using his House small 
business committee as a sounding- 
board, Rep. Patman charges that 
the delivered price bill “pulls the 


teeth” of the Robinson-Patman 
Act. 

ae 68 
Treasury’s Alcohol Tax Unit 


told distillers it is okay to use the 
expression “certified color added” 
on whisky labels. Industry mem- 
bers say the expression has more 
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sales appeal than the familiar “ar- 
tificial color added,” which al- 
legedly implies something syn- 
thetic and unwholesome. 

Tax Unit also approved the ex- 
pression “Scotch type” for do- 
mestic whisky distilled according 
to imported methods. There’s a 
joker, however. Hereafter, domes- 
tic Scotch must consist of mash and 
aged whisky. Heretofore, domestic 
Scotch could be mash and neutral 
spirits. 

gee 

Airlines are going after the 
heavy volume of passenger busi- 
ness which accrues to railroads as 
a result of official travel by em- 
ployes of the military services. 
Beginning Friday, airlines allowed 
military agency personnel a 10% 
discount on basic fares. Air Trans- 
portation Association believes the 
percentage of military travel 
routed by commercial air liners, 
now only 2 to 4%, will go a mini- 
mum of 10 to 12%. 

ae 8 


The postal rate outlook is fur- 
ther confused by the special Pres- 
idential message calling for basic 
reforms in the Post Office De- 
partment’s structure and operating 
methods. The President’s message 
dumps the whole Hoover Commis- 
sion program for a “business-like” 
post office, including non-political 
postmasters, into Congress’ lap, 
and at the same time attaches a 
reminder that rate increases are 
in order to meet a $400,000,000 def- 
icit anticipated in 1950. Mr. Hoover 
once estimated that postal costs 
could be cut by $300,000,000, but 
Postmaster General Jesse Donald- 
son vigorously dissents. 

aes 


Petroleum marketers were called 
before the Senate banking and cur- 
rency committee to explain con- 
tinuing increases in the price of 
gasoline. Committee members es- 
timated that gas prices are up 
50% since 1946, at a time of favor- 
able profits for the industry. The 
American Automobile Association 
says the price increases cost the 
average motorist $40 annually. In- 
dustry’s answer: Higher gas prices 
are needed to offset lower prices 
for fuel oil and other products. 

gee 


The government’s drive against 
“monopoly” in the theater busi- 
ness moved a notch forward when 
the Schine Circuit agreed last week 
to dispose of more than 40 thea- 
ters in New York, Ohio, Kentucky 
and Maryland. Paramount and 
R-K-O had previously signed con- 
sent decrees separating production 
and exhibition businesses. Mean- 
while the fight against _ theater 
monopoly took an unexpected twist 
at Columbus, Ga., where theater 
interests announced plans to re- 
linquish broadcast properties to a 
newspaper publisher. William K. 
Kenkins, president of a theater 
chain, said in view of the recent 
court decision involving Para- 
mount-owned properties, he’ll have 
to concentrate his time on theater 
interests. 


Separates Sales Staffs 


Separation of the sales staffs of 
KFI and KFI-TV, Los Angeles, has 
been announced by Kevin Sween- 
ey, sales manager. The same sales 
organization had been selling both 
stations since the launching of the 
television station nine months ago. 
Assigned to KFI, Los Angeles NBC 
affiliate, are Truman Perry, Al- 
bert Price and Arnold Kapan. Rep- 
resenting KFI-TV, which is an in- 
dependent station, are John Brad- 
ley. Baden Powell and George Le- 
dell. Both staffs will continue to 
report to Mr. Sweeney. 


‘Emerson Shields 


Dealers on Price 
by Rebate Deal 


New YorkK—Emerson Radio & 
Phonograph Corp. has set up a 
price protection policy, effective 
immediately, for its dealers and 
distributors whereby the company 
will rebate the difference between 
new and old prices on any models 
purchased within 30 days prior to 
the day costs are cut. 

In turn, this policy entitles the 
consumer to a rebate from the 
dealer on any Emerson set which 
might have a price reduction up to 
30 days after it is purchased. 

This new plan was revealed by 
Benjamin Abrams, Emerson pres- 
ident, at a two-day convention 
held at the Waldorf-Astoria hotel, 
during which time the new 1950 
Emerson models were exhibited to 
distributors and representatives of 
Emerson. 


a “We will caution dealers to 
carry only small inventories so 
that they may insure themselves 
against being overstocked in the 
event of a change in price or 
changes in models,” Mr. Abrams 
said. “The advances made during 
the past year in TV give reason- 
able assurance of stability in ex- 
isting designs and price. However, 
changes may take place and this 
price guarantee offered by Emer- 
son will give the dealer the secur- 
ity he needs. 

“This is a price protection policy 
without any strings attached to 
it,” the Emerson president ex- 
plained. “‘We’re advising our deal- 
ers to buy television sets on only 
weekly or semi-weekly require- 
ments and also advising them t» do 
the same thing with other lines so 
they will keep themselves flexible 
and won’t be overloaded with old 
numbers.” Mr. Abrams said that 
this rebate has no bearing on the 
dealers’ inventories. 

“Our television production now 
totals 70% of Emerson’s total vol- 
ume,” Mr. Abrams reported. “At 
the present time we are producing 
900 television sets per day, which 
makes Emerson one of the top 
producers in the industry.” 

Among the new models, which 
range from a table model radio 
for $14.95 to a television-phono- 
radio combination for $600, Mr. 
Abrams said that Emerson is of- 
fering a first in the industry with 
a four-in-one table model receiver 
with TV, FM-AM and an adapter 
unit for plugging in record play- 
ers to retail for $269.50. 


ws “The opening of new stations 
and the steady rise in quality pro- 
grams will continue to make for 
rapid expansion in the TV field, 
which is destined to become a 
$5 billion industry within five 
years,” Mr. Abrams predicted. 
“Color TV is still four or five years 
away, but it is possible that part 
of the ultra frequency band will 
be allocated to the present black- 
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and-white system, although it s5 
doubtful that such a change czy 
become effective for at least two 
years. 

“When and if it does, however ” 
he said, “Emerson will make avai 
able an inexpensive converter 
retail in the neighborhood of $: 
so that present owners of recei: 
ers will be able to receive the: 
high frequencies.” 

Dr. Dorman D. Israel, executi, = 
vice-president of Emerson, fore - 
casts that by the end of 1949 ther 
will be 3,000,000 sets in operatio ) 
with more than 120 stations trans- 
mitting, giving a TV program cov- 
erage to 68% of this country’s pop - 
ulation in contrast to the begin- 
ning of 1949 when there were 1.- 
000,000 sets fed by 44 stations. 


Army Buys §.000 
of New Reo Trucks 


LANSING, Micu.—Reo Motors, 
Inc., should not be much at a loss 
for copy ideas later this summer 
when it begins advertising a new 
truck it will then place on the 
public market. 

Joseph S. Sherer Jr., Reo pres- 
ident, has announced that the U. S. 
Army has already bought 5,000 
of the trucks, said to have a new 
powerful motor. The Army has 
ordered $31,000,000 worth of the 
trucks and parts, in one of the 
largest peacetime military pur- 
chases on record. 

Mechanical details of the motor 
and truck will not be revealed to 
the public until later this month. 
The company plans an intensive 
advertising campaign on them, 
through Brooke, Smith, French & 
Dorrance, Detroit. 


onwo sr 


Ascher Establishes 
Pharmaceutical Company 


B. F. Ascher, formerly vice- 
president and director of sales of 
George A. Breon & Co., subsidiary 
of Sterling Drug, has formed B. F 
Ascher & Co. to manufacture and 
distribute ethical pharmaceuticals. 
Headquarters of the new organiza- 
tion are at 903 E. 10th St., Kansas 
City, Mo. Officers of the corpora- 
tion are: B. F. Ascher, president 
and treasurer; M. N. Ascher, vice- 
president and secretary, and R. W. 
Crimm, assistant secretary. 

Paul Klemtner & Co., Newark, 
has been named as advertising 
agency and management consult- 
ant. 


Curtis Appoints French 


William T. French has joined 
the research department of Curtis 
Publishing Co., Philadelphia, where 
he heads the food, drug and toilet 
goods section, succeeding Donald 
M. Kerr, who joined the adver- 
tising department in charge of 
food promotion of The Saturday 
Evening Post. Mr. French was for- 
merly assistant to the president of 
Vick Chemical Co., and assistant 
to the chairman of the board of 
Prince Matchabelli, Inc., and A. 
D. McKelvy Co., producer of Sea- 
forth men’s toiletries. 


‘Shears’ Leaves ABP 


Shears, published by Haywood 
Publishing Co., Chicago, has én- 
nounced its resignation from As: 0- 
ciated Business Publications, eff: c- 
tive July 24. 
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Increasing mechanization of farming 
calls for more and more tools and other 
equipment. That is why nearly two- 
thirds of all Country Gentleman farm 
readers have a workshop like this one 
of the Browns of New York State. 


Farmers do more than half their work with 
hand tools, keep a good stock like that of 
the Sawyers, Country Gentleman readers of 
Missouri. In any given year, 9 out of 10 
Country Gentleman farmers buy hand tools. 


Farm kitchens are also well equipped with 
hardware store merchandise. On the average, 
50 basic utensils are needed in the kitchens 


of Country Gentleman housewives such as 
Mrs. Taylor of Kansas. 


Mone: than half the nation’s hardware 


tain their homes and farm buildings—and to 


Hardware dealers know that their best ru- 
ral customers, like the Pauls of Lowa, prefer 
Country Gentleman. Dealers vote it the 
“most effective” in selling power by more 
than 2 to 1 over the next farm magazine. 


4, bolt 


* «= 


turn to Country Gentleman 


stores are in small towns—because that’s 
where the business is. And the business is 
there because farmers are the best hardware 
customers in the country . . . 

. . . Farmers are their own carpenters, 
plumbers, electricians, mechanics—they do 
the jobs of a dozen different city workers. 


They use their own tools to build and main- 


for Better Farming, Better Living 


operate and repair their equipment. 
The cream of these country customers read 
Country Gentleman. [ts 2,300,000 circulation 


_ is concentrated among the “top-half” farmers 


who get 90% of all U. S. farm income. 
That is why Country Gentleman is first 
among farm magazines—and 12th among all 


magazines—in advertising revenue. 


In over half of all U. S. counties, 
Country Gentleman circulation exceeds 
that of the biggest general weekly and 
biggest monthly magazine. 
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Universal Forms 
Division to Spur 


Retailer Sales 


New YorK—With an eye to in- 
creased sales through its distribu- 
tors and retailers, Landers, Frary 
& Clark, New Britain, Conn., man- 
ufacturer of Universal appliances, 
is separating its non-electric and 
portable electric appliance head- 
quarters and field sales organiza- 
tions and is forming a Universal 
portable electric appliance divi- 
sion. 

This move is a part of an all- 
out effort to strengthen factory 
support of wholesalers and retail- 
ers, said B. C. Neece, vice-pres- 
ident, at a luncheon held in New 
York. 


a “Universal’s portable electric 
appliance merchandising program 
will be a distributor-dealer pro- 
gram and will stress product train- 
ing and point-of-purchase sales 


| Free 


BOOK SHOWS-~ 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
@ The expense of salesmen’s salaries 


This realistic exposition of the only 
low-eost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annua! Sales 
Real Siik Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 
Knapp Brothers Shoes... . 
Master Garment Company . 
J. B. Simpson Tailering ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale. . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 


Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘“‘How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Blvd. Chicago 4, Illinois 


assistance to heip the retailer take 
full advantage of national adver- 
tising and other promotional ef- 
fort in which Universal is cur- 
rently investing more money than 
ever before in its 107-year his- 
tory,” according to R. M. Oliver, 
general merchandising manager 
and head of the portable di- 
vision. 

Included in the new division 
are Universal irons, toasters, mix- 
ers, Mixablends, waffle irons, 
sandwich grills, table stoves, heat- 


ing pads, percolators, Coffeemat- 
ics, Cookamatics, Bantam ranges 
and electric blankets. 

Goold & Tierney, New York, is 
the advertising agency. 


Manheim Moves to England 


Het Manheim, formerly Colum- 
bia Broadcasting System repre- 
sentative in charge of marketing 
CBS network properties to the mo- 
tion pictures, has joined an inde- 
pendent motion picture company 
in England. 


Two Appoint Ankeney 

Piqua Machine & Mfg. Co., and 
Aerovent Fan Co., Piqua, O., have 
appointed Ankeney Advertising 
Agency, Dayton, to direct their ad- 
vertising and sales promotion. 
Trade publications and direct mail 
will be used by both accounts. 


Faber to Ideal Pictures 

Robert D. Faber, formerly sales 
promotion manager, Coronet In- 
structional Films, has been ap- 
pointed manager of Ideal Pictures 
Corporation’s New York office. 
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To Marcel Schulhoff 

Crib Diaper Service of Long | s- 
land, Inc., has appointed Mar: | 
Schulhoff & Co., New York, to 
handle its account. Newspape:s. 
— mail and posters will »¢. 
used. 


Davis Appoints Fischer 

Theodore Fischer, formerly co) y 
chief of Caples Co. and Wade A |- 
vertising Agency, Chicago, his 
been named in charge of mercha)- 
dising plans and copy of Davis &% 
Co., Los Angeles. 


1015 Prizes Worth *6500: 


Open to All Media Directors, Account Execu- 
tives, V.P.’s (Yes, and You Agency Chiefs) 


Open to All Sales and Advertising Managers 
(You, too, Mr. President and Mr. Director) and 


Your Families. 


A Contest? Here’s Why! 


Things are happening in Cosmopolitan, things we leave 
it to you to discover for yourself—a new vitality, a new 


excitement, a new editorial power. 


So why not enjoy Cosmopolitan today, and at the same 


time have a fling at the 1015 prizes! 


It’s easy and it’s fun. The quiz questions are based en- 
tirely on the exciting editorial matter in Cosmopolitan. 
Please read the contest rules carefully. Remember — 
you must enter at least two of the four monthly 


contests to qualify for the grand prizes. 


© and these are the Contest Rules — 


y 


<) °. EBligibility—Anyone employed by 
<>. vertiser or by an-accreditéd advertising agency 
> is eligible to enter this series of four monthly 
“. contesté, except employees and members 

<.. . the immediate families of employees of Cosmo- 


Donnelley Corporation. 


an ad- 


and monthly winners will be notified within 
thirty da 
contest. 

within thirty days of the closing date of the 
final monthly contest, October 31, 1949. At this 
time a complete winners’ list will be mailed 
to all entrants sending in a stamped 


if You’re in the 


! 


Ad Biz... Get in the 


and Your Families, too. 


Grand Prizes 
Ist Grand Prize 


1949 Chevrolet Styleline Convertible 


2nd Grand Prize 


A $750 gift certificate for purchases at 
Lord & Taylor, 5th Avenue & 38th Street, 
New York City (or branches) 


3rd Grand Prize 


A $250 gift certificate for purchases at 
Saks Fifth Avenue, 5th Avenue & 49th 
Street, New York City (or branches) 


Monthly Prizes 


Ist Monthly Prize A $150 man's or woman's Hamilton 


or Longines wrist watch 


2nd Monthly Prize A $90 Parker or Sheaffer pen and 
pencil set 


3rd Monthly Prize. A $30 Admiral three-way portable 
radio set 


And 250 Additional Prizes, each worth approximately 
$2.50, every month during the contest : 


Ist Grand Prize 
1949 Chevrolet Styleline Convertible 


‘ollowing the closing date of cach 
and prize winners will be notified 


self- 


the conclusion of the fourth and final monthly 
contest October 31, provided they have en- 
tered at least two of the four month! 
contests. Only their prize-winning entries 

be considered in determining these awards anc 
judging will be based 
nality, interest and aptness of thought of 


solely on the 


iat pottenn. its advertising agency and The. Reuben 
“% m 
* 

vi 


2: The in this advertisement consti- 
tes the oficia 


i entry blank for the “‘Cosmo- 
iz”, AM you need do to enter the contest is 
to check on the coupon in this ad the correct 


(apewers to the quiz questions on the opposite 


page, thén complete in 25 words or less the 
statement beginning “I enjoyed Cosmopolitan 


"because... .” and mail your filled-out coupon to 
» Cosmopolitan, P.O. Box 30, New York 16, N.Y. 


<3. Each monthly contest will close at midnight 
on the last day of the morith of the issue of Cos- 
mopolitan on which the questions are based, 


~ 
& 


addressed envelope for the same. 


4. Individual contestants will be limited to one 
entry in each monthly contest. 


5. The monthly prizes will be awarded on the 
basis of the correctness of the answers to the 
contest questions. In case of ties, these awards 
will be determined by the originality, interest 
and aptness of thought expressed in the 25-word 
statement. When these are insufficient to break 
ties, duplicate prizes will be awarded. 


6. Grand prizes—Monthly contest winners 
will be eligible for the. grand prize awards at 


25-word statement. In case of ties, duplicat« 
prizes will be awarded. 
7. Judging of questionnaires and of the 25-wor: 
statements for the purpose of breaking ties fo: 
monthly contest prizes, and for determinin: 
and prize winners, will be done by The Reube: 
E Donnelley Corporation, an oe 
contest-judging organization. Judges’ decision 
will be final. All entries will hecome the prop 
erty of Cosmopolitan Magazine and ‘non: 
will be retuened. Names of contestants wi! 
not be used in advertising, expres 
consent in writing. 
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Sanks Buys Station WINX 


The Washington Post has sold 
“tation WINX, Washington, D. C., 
19 William A. Banks, owner of Sta- 
on WHAT, Philadelphia. Dolly 
tanks, Mr. Banks’ sister, has been 
-ppointed assistant general man- 
ager. 


Saw Division to Basford 


The saw division of R. Hoe & 
Co., New York, has appointed G. 
M. Basford Co., New York, to di- 
rect its advertising. Lumber trade 


publications will be used. 


Tracy to Conover-Mast 


Conover-Mast Publications has 
appointed Sam R. Tracy, formerly 
western representative, Industrial 
Publishing Co., Cleveland, as a 
member of the Mill & Factory ad- 
vertising staff in Chicago. 


Remington to Malone 

Remington Products Co., Akron, 
industrial rubber products, has 
named Norman Malone & Asso- 
ciates, Akron, to direct its ac- 
count. Trade publications and di- 
rect mail will be used 


Floor Wax Makers 
May Lose Right to 
3 Promotion Claims 


WASHINGTON—The floor wax 
products industry will meet here 
July 11 to discuss a Federal Trade 
Commission plan that eliminates 
the terms “permanent finish,” 
“wearproof” and “non-skid” for 
industry ads. 

Outgrowth of a conference be- 


tween the industry and the com- 
mission, the proposed trade prac- 
tice rules also restrict such ex- 
pressions as “slip retardant,” “wa- 
terproof” and “spotproof.” 

Under the commission’s propos- 
als, an industry member would be 
prohibited from implying “unless 
such be wholly true and nonde- 
ceptive” that his product is the 
only one capable of performing 
certain functions; that it is en- 
dorsed or used by certain parties, 
companies or the government; that 


COSMO-QU 


=jand They’re Easy to Win! 


JUST ANSWER THESE 20 QUESTIONS 
FROM JULY COSMOPOLITAN! 


| 


Page numbers in italics tell you where in Cosmopolitan you’ll 


find the beginning of the feature on which the question is based. 


1. Pg. 32. Arthur Mosher had dreams 
..of being an artist, an adventurer, a 
tycoon. And his dreams hinged on his 
getting rid of: 
a. His sinus condition. c. His business rival. 
b. His inhibitions. d. His wife. 


2. Pg. 52. The surest way to act ef- 
fectively in a life-or-death crisis is to: 


a. Study the situation. c. Call the cops. 
b. Start running for d. Be ready with “‘pre- 
help. pared decisions”’. 


3. Pg. 46. Gnawing at psychiatrist Dr. 
Arthur Trask’s mind was the problem of: 


a. Paula’s affair with c. Hishomicidal urges. 
Philip Sebastian. d. Whether or not to 

b. His nurse, who was keep the stolen 
in love with him. jewels. 


4. Pg. 50. If you rhumba properly, 
you should know how to use your: 


a. Hips. c. Sacroiliac, 
b. Feet. d. Clavicle. 


5. Pg. 21. When you lose at bridge: 


Pout. c. Take up canasta. 
). Blame your partner. d. Don’t talk about it. 


6. Pg. 31. Wolcott Gibbs’ article about 
“dermathermy” has to do with: 


i. Dramatics. c. A new game. 
». Tatooing. d. Sun tanning. 


~ 2 


7. Pg. 44, During the First World 
War, W. Somerset Maugham traveled 
‘rough the remote islands of the Pacific 
as at 


ae 


a Beachcomber. c. British intelligence 
agent. 
b. Doctor. d. Painter. 


3. Pg. 44. While in Tahiti, Maugham 
c.ne upon several natives who had 
wn and sheltered the great French 


~~ 


Pp inter: 
& Monet, c. Matisse. 
b Janet. d. Gauguin, 


9. Pg. 44. Traveling in Russia, in 
1917, Maugham was deeply impressed 
with the Russians’ acute sense of: 


a. Pride. c. Balance. 
b. Sin. - d. Smell. 


10. Pg. 38. It is axiomatic in some 
Southern homes that when juleps are 
served the proper and appreciative prep- 
aration of drinks calls for: 


a. A two-week vaca-__c. Lots of ice. 
tion. d. One servant to each 
b. Southern Comfort. guest, 


11. Pg. 54. When you’re driving alone 
in your car and you pick up a strange, 
pretty girl with an armful of bundles, 
you’re letting yourself in for: 


a. A mother-in-law. c. A divorce. 
b. A night in jail. d. A shakedown. 


12. Pg. 22. For women who have ear- 
lobes that are extra-sensitive, or too tiny 
for screw or clip earrings, Kay Wister 
recommends: 


a. Wingbacks. 
b. Fullbacks. 


c. Guards. 
d. Swaybacks. 


13. Pg. 34. When Amanda gets a yen 
for Prof. Oliver Jones, he immediately 
falls: 


a. Like a ton of bricks. c. For another 
woman. 

d. Down an open 
manhole. 


b. On his chin. 


14. Pg. 4. The model for Al Parker’s 
illustration of ‘‘The Hero”’ is not: 
a. An end. c. Al’s son, Jay. 
b. A halfback. d. With the Brooklyn 
Dodgers. 


15. Pg. 149. C. C. Corwin might never 
have found the girl he loved if he hadn’t 
suddenly found: 


a. His voice. 
b. $15,000. 


c. An apartment. 
d. A troglodyte. 


Cosmopolitan 
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16. Pg. 16. Most physicians say that 
you will likely increase the ‘“‘stuffiness”’ 
and discomfort of a cold, in its early 
stages, when you: 


a. Sit in the sun. c. Stay in bed. 
b. Drink quarts of d. Take a lot of 
liquids. vitamins. 


17. Pg. 62. Ryan Conneally didn’t 
drink, smoke or go out with girls... that 
is, until he met Mary Roman who was: 
a. Riding a black c. A geography 

horse. teacher. 

b. A shoplifter. d. An ornithologist. 


18. Pg. 58. Many shops in Europe 
have the name ‘‘Marius”’, but the store 
with the strangest history is: 

a. “Chez Marius’’, c. “‘Maison Marius”, 
Paris. Nice. 

b. “Chez Marius’’, d. ‘‘Marius’’, Algiers. 
Grenoble. 

19. Pg. 48. Antegrade amnesia is 
the failing of memory that frequently 
comes with: 
a. Alcoholism. 
b. Old age. 

20. Pg. 40. If the O.S.S. (Office of 
Strategic Services) considered you for 
espionage service, the /Jeast important 
qualification would be: 


a. A college degree. c. Physical ability. 
b. Emotional stability. d. Leadership. 


c. A head injury. 
d. Emotional stress. 


TE AND MAIL YOUR ENTRY 


coupon and mail it to Cosmo- 
, P.O. Box 30, New York 16, N.Y. 


Ou are competing as a relative of an 
employee or officer of an advertising 
agency, or of an advertiser, please note 
his or her name under the space pro- 
vided for firm name. 

Just cross out one letter {A\, (8), {C| or {0} cor- 
responding to the correct answer. Then 
complete in 25 words or less the state- 
ment below. 
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it meets the standards of any gov- 
ernment or governmental agency; 
that it outwears other waxes, or is 
new, unique or different. 

In relinquishing such terms as 
“wearproof” and “slip proof,” the 
rules say: “It is the judgment of 
the industry that no floor wax 
product of present commercial 
manufacture is qualified to be so 
designated.” 


Two Join Needham, Louis 


Frederick A. Mitchell, formerly 
in charge of market research and 
sales analysis of Marathon Corp., 
Menasha, Wis., and Richard T. Mc- 
Claughry, formerly in the copy 
department of Morris F. Swaney, 
Inc., have been appointed account 
executives of Needham, Louis & 
Brorby, Chicago. 


Pride O’Glen to O’Brien 


Pride O’Glen Knitting Mills Ltd., 
England and Scotland, has ap- 
pointed O’Brien Advertising, Van- 
couver, B. C., to direct its account 
in Canada, where the company’s 
sweaters are being introduced. 


_—- 


Newsday's lineage gain for the first four 
months of 1949 over 1948 was greater 
than the combined net gain of all New 
York City daily newspapers listed by 
Media Records for the same periods... 
and on the Real Long Island... for the 
first four months of 1949 Newsday was 
87.9% ahead of 1947 advertising figures 
but during the same two years the second 
paper, the Review-Star, dropped 10.9%. 
Alicia Patterson, Editor and Publisher 
Executive Offices, Garden City, L 1, NY 
Represented by Kelly-Smith Company 


Circulation tops 100,000 daily 
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Campaign Planned 
on High Ratio Gas 
by Cities Service 


New Yorxk—Cities Service Oil 
Co. plans to launch a major ad- 
vertising campaign on its new 
High Ratio premium gasoline, de- 
signed for the new high-compres- 
sion ratio engines, when an ad- 
equate quantity of the new fuel is 
available for distribution, Tom De 
Bow, director of advertising, told 
ADVERTISING AGE last week. 

A small test campaign has just 
been completed in several cities 
along the eastern seaboard con- 
sisting of five ads of 600 to 1,000 
lines each, which were run weekly 
for five weeks in metropolitan 
newspapers. The promotion was 
limited, Mr. De Bow said, because 
production of the new gas is in- 
sufficient to meet potential de- 
mand. Manufacturing facilities, 
however, have been increased, he 
said, and it is expected that the 
company will be able to market the 
new product throughout all of its 
sales territory “probably within 
the next few months.” 

While the new gas is designed 
for high-compression ratio en- 
gines, it is being advertised as 
putting “new life, new pep in all 
cars.” 


‘Tomorrow’ Appoints Two 


Jack Galin, formerly with PM 
and the New York Star, has been 
named circulation and advertising 
manager of Tomorrow, New York. 
Wesley B. Keeler, formerly with 
the New York Star, has been ap- 
pointed publicity director. 


Prepared Products te Miner 


Dan B. Miner Co., Los An- 
geles, has been retained to handle 
the advertising of Prepared Prod- 
ucts Co., Pasadena, Cal., manufac- 
turer of. Dixie Fry seasoned flour, 
effective July 1. 


CKOY Appoints Guest 

J. Edgar Guest, formerly with 
CKEY, Toronto, has been ap- 
pointed manager of Station CKOY, 
Ottawa, formerly known as CKCO. 


QUALITY...SPEED...ECONOMY 


GSA ARR | 


“ke AMERICAN LABEL CO. 


2435 North Shelfield Ave Chicago 14, Iiinois 


less aware of these problems. 


the immigrants, as such. 


Teleradio Mans Corner 


Louis Adamic has written a whole series of books dealing 
with the immigrant in American society, stressing on the one 
hand the “native” condescension toward the immigrant and 
the immigrant’s own reaction of resentment or “shame.” All 
advertisers who deal in foreign languages or with the various 
foreign colonies within our big urban centers are more or 


Cy Howard, the writer-director, and CBS, as a package 
program producer, have dared to explore and exploit the 
warm strain of humor and sentimentality 
American segment of our population. Their program, 
With Luigi,” has much originality and unique flavor on that 
very account—the re-discovery of human nature in surround- 
ings and idiom not stereotyped to the slick fiction patterns. 


Luigi, played by the film actor J. Carroll Naish, is 
little immigrant” who writes comic-affectionate letters about 
Americans, and his contacts with American customs, back 
to his mama in Italy. What he describes becomes the action 
of the programs. These scripts have been pretty consistently 
amusing, and CBS has kept itself sold for nearlysa year now 
that they have a commercial property. It will be interesting to 
see whether in the end a sponsor will respect the entertain- 
ment virtues and ignore the supposed “prejudice pattern”— 
the assumption that too many Americans are unfriendly to 


“Luigi” under sponsorship would have, your Teleradio Man 
thinks, a healthy influence. It would be an instance of a pro- 
gram finding sponsorship even though it had dared to go 
outside the crowded zone of pat formula broadcasting. For 
this reason, we may be pictured in our private grandstand 
whistling, stomping and clapping like mad. 


Come on, Luigi. Come on, Luigi. 


in the Italian- 
“Life 


“the 


Dodge Names Kessinger 


W. L. Kessinger has been named 
truck advertising manager of the 
Dodge division of Chrysler Corp., 
Detroit. He served as service pro- 
motion manager of Dodge from 
1935 to 1943 and since 1945 has 
been doing truck advertising and 
promotion. 


Motorola Names Piper 

Kenneth M. Piper, former di- 
rector of industrial relations for 
Bausch & Lomb, Rochester, has 
been appointed director of human 
relations for Motorola, Inc., Chi- 
cago, succeeding P. W. Eckholm, 
who has resigned. 


Erwin, Wasey Appointed 

Farmers Union Grain & Sup- 
ply Co., Williston, N. D., has 
named Erwin, Wasey & Co. of Min- 
nesota, Minneapolis, to direct its 
advertising. Trade advertising in 
the Dakotas, Wyoming and Mon- 
tana will be used. 


* FOR PRODUCT ADVERTISING 
Put sales messages directly on product 
at point-of-sale. Apply to finest surface. 


FOR PRODUCT INSTRUCTIONS 


Apply diagrams and instructions on product for ¢ 
tomer ae Mp ereretnne during assembly. 


- Writ tor Pree! Somples 


2639 N. Kildare ° 


Chicago 39, Illinois 


Mystik Trade Mark Registered © Offices in Principal Cities 


25% of ‘Photoplay’ 
Readers Entered 


Dream House Contest 


New YorK—Approximately 25% 
of Photoplay’s 1,100,000 circula- 
tion sent in last lines to its “dream 
house” jingle contest, the maga- 
zine reported recently. About 
246,755 last lines were received 
since the contest was launched in 
the December, 1948, issue of 
Photoplay, when readers were 
asked to write a last line to the 
jingle. 

On June 21, Mrs. Virginia Mac- 
Allister of Warrensburg, N. Y., re- 
ceived the keys and deed to the 
six-room “dream house” built by 
the National Retail Lumber Deal- 
ers Association and furnished with 
donations by Photoplay advertis- 
ers. Reuben H. Donnelley Corp., 
New York, was the official judging 
organization of the contest. 


Martin Is Reintroducing 
Custom Built Tires 


Martin Custom Tires Corp., New 
York, is reintroducing its line of 
tires and inner tubes, many of 
which have not been available 
since 1941. An initial advertising 
campaign has been started in the 
New York metropolitan area with 
1,000-line ads that appear in the 
New York Times and Herald Trib- 
une about every ten days. It is 
expected that similar ads will 
be used later in the year in other 
areas. William G. Seidenbaum & 
Co. is the agency. 


Admiral Promotes Ranges 


Admiral Corp., Chicago, is using 
half-pages in Better Homes & Gar- 
dens, Good Housekeeping and Mc- 
Call’s and 1,500-line newspaper 
space to announce two new fea- 
tures in its new range line. The 
first announcement will be on the 
Admiral Selectric cooking, and the 
second one will be on Admiral’s 
exclusive Rotis-O-Mat range bar- 
becue, which holds poultry and 
roasts on an electrically driven re- 
volving spit. 


Bahamas to Advertise 


Kelly, Nason, Inc., New York, 
is preparing a magazine and news- 
paper campaign to attract visitors 
to the Bahamas. The campaign 
probably will be released this fall 
for the Nassua Development Board, 
a branch of the Bahamas govern- 
ment. 


the first annual “Bosses’ Night” 


LAUNCHES BOSSES’ NIGHT—Irwin D. Wolf, vice-president of May Co. department 
stores and of Kaufmann’s, Pittsburgh (seated, center), was principal speaker at 
dinner of the Canton, O., 
seated, are: Morton Frank, publisher of the Canton Economist and Lorain Sunday 
News; Mr. Wolf, and Robert Marriott, club president and vice-president in charge 
of advertising of the Climalene Co. Standing: Gervis Brady, Station WHBC; Ora 
L. Shepherd, ad manager, Canton Hardware Co., and N. 

ager, Berger division, Republic Steel. 


Adclub. Left to right, 


W. Sutmoier, ad man- 


Salesman Kaye Aids 
Chrysler Dealers in 
Pushing ‘Showroom’ 


Detroit—Band leader-salesman 
Sammy Kaye won an enthusiastic 
nod of approval from the Chrysler 
division of Chrysler Corp. last 
week for his one-man campaign 
to help Chrysler-Plymouth deal- 
ers promote sales and service. 

The transcribed “Sammy Kaye 
Showroom,” which went on the air 
May 16, now is being broadcast. 
three nights weekly via 364 radio 
stations, sponsored by almost 1,100 
Chrysler-Plymouth dealers. 

Kaye not only is providing good 
musical entertainment for listen- 
ers but also is very cocperative in 
visiting many of the sponsoring 
dealers, said John H. Caron, ad- 
vertising director for the Chrysler 
Division. “We like the way he is 
helping Chrysler to promote the 
show,” he added. 


ws Kaye, his 17-piece orchestra 
and three vocalists divide their 
time between transcribing records 
for the “Showroom” in New York, 
playing one-week theater engage- 
ments and making one-night stands 
at dance halls, theaters and college 
proms. When it’s a _ one-night 
stand, Kaye contacts the local 
Chrysler dealer and offers his serv- 
ices; he records spots for station 
breaks or commercials promoting 
the “Showroom” for the local deal- 
er-sponsor; he poses for photo- 
graphs with the dealer in the show- 
room, and he has even helped the 
dealer pick the right radio time, 
or convinced him to use all three 
shows weekly instead of a single 
broadcast. 

In the larger cities, Kaye has en- 
tertained groups of dealers, and at 
a recent recording session in New 
York the 141 dealer-sponsors there 
were invited to make up the studio 
audience. After transcribing the 
program, Kaye conducted an “I 
Want to Lead a Band” contest 
among the dealers, with appropri- 
ate prizes. 

Sammy also promotes the pro- 
gram by discreetly mentioning the 
show, and sponsor, during his 


stage shows, and appears in radio 
interviews with announcers or disc 
jockeys. 


ws When the program started in 
mid-May, more than 750 dailies 
and 324 weekly newspapers ran 
one and two-column announce- 
ment ads; and McCann-Erickson, 
Inc., the agency in charge, pre- 
pared promotional kits which were 
mailed to each of the 364 stations 
and the 1,089 Chrysler-Plymouth 
dealers sponsoring the “Show- 
room.” 

The dealer kits contained ad 
mats, publicity material, five- 
color posters for showroom display 
and a list of promotional sugges- 
tions to increase listener interest 
and bring traffic to the dealer 
shops. Kits for the stations in- 
cluded ad mats, posters, photo- 
graphs of the “Showroom” stars, 
a list of Kaye’s hit records for 
disc jockey shows, musical lists 
of the first group of programs, and 
ideas for further promotion of the 
show. 

The local sponsors vary from 
the largest group, the 141 dealers 
in the Greater New York area, 
where the program is broadcast 
by WJZ, to single dealers in Ban- 
gor, Me., Longview, Wash., and 
248 other communities. Four Alas- 
ka stations carry the show. No 
other dealer-sponsors will be add- 
ed until after the first 13-week 
period ends Aug. 12. 


Resolute Paper to Harrison 


Resolute Paper Products Corp., 
New York, has appointed Lester 
Harrison, inc., New York, to in- 
troduce a new tinted toilet tissue 
to be marketed under the name of 
Sure. The product will be dis- 
tributed nationally after initial 
advertising tests in specific mar- 
kets. Newspapers, displays, pre- 
miums, national publications and 
radio will be used. 


Gets Hotel Account 

Hotels Internatianal, Inc., his 
named Marcel Schulhoff & C., 
New York, to handle the adverti:- 
ing of its new Varadero Intern:- 
tional Hotel in Varadero Beac., 
Cuba. The hotel, now under co':- 
struction, will be open in Decer - 
ber. Newspapers, outdoor poste 's 
and magazines will be used. 
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Work Out Rules for 
C.madian Test of 
‘Unpaid,’ ABC Says 


) |ONTEBELLO, QuE.—It’s a tough 
anc tricky task, but the Audit Bu- 
ree | Of Circulations intends to 
ke 9 On trying to arrange a set 
of tandards that will be agreeable 
to Canadian publishers in a test 
of .uditing the unpaid portions of 
bu:iness paper circulation. 

The ABC’s board of directors, at 
its meeting here June 21, author- 
ize i the committee on business pa- 
per forms and practices to con- 
tinue discussions with the Cana- 
dicn publisher-members of the bu- 
reau on a pilot study. 

Details of the trouble encoun- 
tered in attempting to make the 
test audit were not disclosed by 
the bureau’s directors, who an- 
nounced merely that the commit- 
tee has been authorized to con- 
tinue its work and discussion with 
the Canadian business paper pub- 
lishers in efforts to see if a set 
of standards could be evolved 
“which would be in accord with 
the general principles of the ABC.” 


s The proposed survey, which 
would show a breakdown of the 
unpaid portion of total distribu- 
tion of the “test” publications, was 
initiated last year when such a 
step was recommended by ABC’s 
business paper division. It was 
given another vote of confidence 
by the directors at their December 
meeting in New York, although 
the business paper division had 
changed its mind about making 
the study. 

Thus far, the committee mem- 
bers and Canadian publishers have 
been unable to agree on the stand- 
ards to be used in making the test. 


Changes Fashion Promotions 


The headquarters store plan 
of Calling All Girls in which fash- 
ion editorial promotions have been 
confined to a special group of 
retail stores across the country 
will be discontinued Oct. 1, ac- 
cording to George J. Hecht, pub- 
lisher. In the future, stores to 
participate in fashion editorial 
feature promotions will be selected 
with each issue. 


Coffee Company Purchased 


Arnold & Arborn, Inc., New 
York, maker of Arborn’s coffee, 
has purchased William Boardrnan 
& Sons Co., Hartford, Conn., Put- 
nam and private label coffees. 


Milliron’'s Names Alexander 


Irving Alexander, formerly with 
Hecht Brothers, Baltimore, has 
been appointed director of adver- 
lising and publicity of Milliron’s 
Department Stores, Los Angeles. 


— 


Look Ir Up 


in the basic source 


JF MARKET INFORMATION 


1949 
1 Market 
Industri ook 
Numsek 


¥ Industrial Marketing’s 
| Ih USTRIAL MARKET DATA BOOK 


Appoints Dunavan 


Howard H. Dunavan, for the 
past four years sales manager of 
WEBC, Duluth, has been appointed 
general manager of the Lone Star 
Chain. Prior to joining WEBC, Mr. 
Dunavan was night program man- 
ager for the Blue Network's cen- 
tral division. 


Four A’s Adds Boston Agency 


Hoag & Provandie, Inc., Boston, 
has been elected to membership 
in the American Association of 
Advertising Agencies. 


Appoints Altomari Agency 


Altomari Advertising Agency, 
New York, has been retained to 
handle the advertising of Artwire 
Creations, Inc., Suffern, N. Y., 
manufacturer of retinned wire kit- 
chenware. Trade publications and 
magazines will be used. 


Pevely Dairy Names Olian 


Pevely Dairy Co. has named 
Olian Advertising Co., St. Louis, 
to handle its advertising. News- 
papers, posters, radio and other 
media will be used. 


Giellerup Named Ad Director 


Alan Giellerup has been ap- 
pointed advertising director of 
Trusts & Estates. He joined the 
publication last year. Formerly he 
was an independent market re- 
search consultant, and was asso- 
ciated with Television Guide. 


Will Sponsor ‘Rocky Jordan’ 


Starting Aug. 7, California Pack- 
ing Corp., San Francisco, will 
sponsor “Rocky Jordan” over the 
Pacific Coast stations of CBS in 
California, Washington and Ore- 


gon. The program will be heard 
on Sunday from 5-5:30 p.m. until 
Oct. 2, when it will be spotted af- 
ter the Edgar Bergen-Charlie Mc- 
Carthy show at 5:30-6. McCann- 
Erickson is the agency. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 
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LOS ANGELES HALLIBURTON BLDG. 
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. print on... HUDSON GLOSS 


The good news is getting around—Hudson Gloss is today’s best 


buy for long-run letterpress printing! Use this process-coated 


book paper with flat-bed or rotary presses. Specify it for single 


or multiple color jobs. Get it for broadsides, folders, catalogs, any 


and all advertising pieces. Just be sure it’s Hudson Gloss—newest product of 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL 


PAPER 


for Printing and Converting 
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The most important magazine in a most important magazine field 


Consistently, month after month, Popular 
Mechanics stands at the head of its class in 
advertising linage—clear proof of the remarkable 
responsiveness of Popular Mechanics readers. 


Other Popular Mechanics firsts: circulation, 
advertising revenue, pages of editorial content, cir- 
culation guarantee. And Popular Mechanics is the 


To sell anything MEN buy... 


original in its field (1902)— inventor of the editorial 
formula which attracts and holds the most recep- 
tive kind of male mind. 


* * * 


@ It pays to put Popular Mechanics on your schedule. Your 
advertising gets more readers per thousand circulation in 
Popular Mechanics because our readers — having the "P.M. 
Mind” — read ads deliberately. 
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Ad ertising Age, July 4, 1949 


TEAM—The Cowles brothers, John, left, 
and Gardner, smile for a picture at the 
dedication of the new Des Moines Regis- 
ter and Tribune building June 20. John 
is president of the Minneapolis Star and 
Tribune, and Gardner is president of the 
Des Moines papers and president, edi- 
tor and general manager of Look. 


f BETTE 


MISS AIRMAID—This card, for windows or counters, is being distributed to drug 
stores by Airmaid Hosiery Co., Dallas. Airmaid, formerly McGaugh Hosiery Mills, 


has been selling exclusively through drug outlets for 20 years. WELCOME—John F. Tims Jr., vice-pres- 


ident and general manager, Times-Picay- 

une and States, welcomes Newspaper 

Advertising Executives Association mem- 

bers to the midyear session in New Or- 
leans. 


WINNER—Thelma Kirschner, manager of 

KGFJ, Los Angeles, receives an aluminum 

and china plate as a door prize at the 

recent Hucksterado of the Hollywood Ad- 

vertising Club. Admiring the plate is 

Ted Ross, Walter Kline Advertising 
Agency. 


GRAND OPENING—John H. Johnson (center), publisher of Ebony, introduces 

William B. Farrow of Birmingham & Prosser Co., Chicago paper concern, to Lena 

Horne at the publication’s reception celebrating the opening of Ebony’s new office 
building in Chicago. 


~ 


EW: “APER HOSTS—Among newspaper executives at the general manager, Sun-Times; George F. Hartford, ad director, 
8‘ table when all four Chicago dailies joined to sp r Daily News; P. J. Morrison, ad director, Herald-American, and 


AA entation by Harold S. Barnes, director, ANPA Bureau C. E. McKittrick, ad manager, Tribune. Guests included nearly 
! * vertising (AA, June 27) were, left to right: Russ Stewart, 600 advertisers and agency representatives. 


PHOTOGRAPHIC REVIEW J 


JUDGES AGREE—Admiring two of the newspaper ads they selected in the copy con- 
test at the AAW convention in Vancouver, are Judges Ettore Firenze, art director, 
Brisacher, Wheeler & Staff; Cy Westeren, former ad manager, Bruner’s, San Fran- 
cisco, now retired, and Lucrezia Kemper, operator of her own agency in San Fran- 
cisco. The Arden Diced Cream ad, foreground, took first prize in the general adver- 
tising class, and Ohrbach’s department store won first for metropolitan cities. 


_ LOOK AT EXHIBITS—At the Newspaper Advertising Executives Association meeting 


in New Orleans, the exhibits got a going-over. Left to right: John Giesen, Bureau 

of Advertising; E. A. Goldsby, Baton Rouge Newspapers; Karl Finn, Cincinnati 

Times-Star; G. D. Crain Jr., Advertising Age; Harold S. Barnes, Bureau of Adver- 
tising. 


FOR ACHIEVEMENT—Editorial achievement plaques in Industrial Marketing’s 11th 
annual contest, presented at the National Industrial Advertisers Association conven- 
tion (AA, June 20) are displayed here by representatives of winning publications. 
Top row (merchandising, trade and export publications) are: O. T. Carson, Do- 
mestic Engineering; B. P. Mast, Liquor Store & Dispenser; Norman Myrick, American 
Milk Review, and Val G. Jurgell, Your Business. Center (industrial publications): 
Frank Richter, Modern Railroads; E. Titus, Butane-Propane News; W. J. Murphy, In- 
dustrial & Engineering Chemistry; A. M. Morse Jr., Purchasing; T. L. Kane, Iron Age, 
and G. J. Callos, chairman, awards committee. Bottom row (institutional and pro- 
fessional): O. T. Carson, Institutions; Eric F. Johnson, Journal of American Water- 
works Associction, and Joseph Mehr, Aviation Operations. 
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Results? 


» He heard from the 
| TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen-, 

did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
| to the top men first!” 

He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“IT can’t recommend 


No. 3338. National Concert Maga- 
zines Media Data. 


This 24-page media file folder 
has been issued by National Con- 
cert Magazines as a guide to the 
symphony, opera, ballet and thea- 
ter programs represented by the 
organization. It lists the 85 publi- 
cations in the group’s coverage of 
38 cities in 22 states. Data is ar- 
ranged by seasons as well as states, 
and includes city, musical organi- 
zation, name of auditorium, num- 
ber of performances, seating ca- 
pacity and circulation of the edi- 
tion and mechanical requirements. 


No. 3339. Survey of Malted Milk 

Sales. 

Fountain Service has issued this 
analysis of a survey of malted 
milk sales made by personal inter- 
views among 261 of its readers in 
three areas: East (New York-New 
Jersey); Midwest (Illinois-Indi- 
ana) and West (Washington-Cali- 
fornia). Fountain operators re- 
ported on weekly sales volume, 
selling price, gross profit, equip- 
ment, preparation, flavor prefer- 
ence, formulas and types of pro- 
motion. 


No. 3340. Mattress Survey. 
Number of mattresses in the 
home, features affecting choice 
when purchasing, sources depended 
on most for information, interest 
in trial offers, opinions on prices, 
and many other qvcstions about 
mattresses are answered in this re- 
port on a questionnaire sent to 100 
Iowa farm homemakers by Wal- 
laces’ Farmer & Iowa Homestead. 


No. 3341. Standard Market Data 
for Bartlesville, Okla. 

The Bartlesville Examiner-En- 
terprise has published this stand- 
ard market data folder, prepared 
in aceordance with suggestions of 
the Bureau of Advertising, ANPA, 
and the Four A’s. 


NOTE: Inquiries for items listed above 


100 E. Ohio St., Chicago 11, II. 


Please send me the following (insert number of each item wanted) 
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No. 3337. Quad-City Trends Are 
Up. 


Charts in this folder, issued by 
the Rock Island Argus and Moline 
Dispatch, indicate the rise in pop- 
ulation, retail sales in food, gen- 
eral merchandise and drug classi- 
fications, and Argus-Dispatch cir- 
culation, from prewar 1940 to 
1947-48. The folder includes a map 
of the Quad-City market area. 


No. 2289. It’s a Small World. 


It’s the KMOX-mid-America 
world this brochure talks about, 
reporting that the more you look 
at it the bigger it gets. Illustrated 
with cartoon decorations and pic- 
torial area maps, the brochure 
gives some solid facts about the 
St. Louis station’s 70-county terri- 
tory—its people, industries, agri- 
culture, purchasing power and 
listenership. 


No. 3294. Producing Your Film. 


Some of the illustrations in this 
Atlas Film Corp. booklet illustrate 
scenes from films made for various 
advertisers; others, with their text, 
illustrate steps and techniques in 
the making of commercial films, 
and the services and equipment 
Atlas has available. 


No. 3295. Don’t Let Your Country 
Selling Go Up the Wrong Road. 


Country Gentleman has pub- 
lished this folder, which deals with 
readership of urban magazines 
among farm men and women and 
the extent of duplication among 
Country Gentleman readers. 


No. 3315. Five Advertising Types 
and the Happy Medium. 


NBC Spot Sales has released this 
booklet, which highlights the mar- 
kets reached by spot radio, sales 
results, comparative costs of major 
media, etc. 


will not be serviced beyond August 15. 


USE COUPON TO OBTAIN INFORMATION 


! 
| Readers Service Dept., ApveRTISING AGE 
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HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHIING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Sales promotion and advertising man for 
Southern manufacturer with large retail 
subsidiary. Must have responsible exper- 
ience in planning manufacturer and retail 
sales promotion and advertising, and re- 
tail sales promotion work in the field. 
Experience in household appliances pre- 
ferred. A real opportunity to create your 
own position with one of the largest 
firms in the industry with plans for fu- 
ture growth. Give full details of exper- 
ience, availability, recent photographs 
and salary desired in first letter. 

Box 2539, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 

ACCOUNT EXECUTIVE— 
This agency handles relatively small ac- 
counts. Average billing about $20,000 per 
account, more than 40 in the house. We 
insist on service, believe that is the 
way to build. Our rate ‘commission unus- 
ually high. Congenial staff. Full recog- 
nition. National reputation. Medium size 
city, excellent place to live, fine place 
to raise children. Near Chicago. Our 
people know about this. Strict con- 
fidence. Write: 

Box 2540, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Lil. 
ARTIST wanted. Swap big-city living for 
fishing and hunting paradise! Need crisp 
layout and cartoon man. Send samples. 
I. F. I. Adv. Agency, Duluth, Minn. 
POSITIONS WANTED 

ART DIRECTOR 

10 yrs. exp. Productive, imaginative. 
Roughs, comps, finish. Head of small 
studio at present. Prefer Chicago. 

Box 2536, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, fll. 


IS THERE ANYONE LEFT WHO NEEDS 
KEEN, WELL-TRAINED COPYWRITER? 
NY Copy Chief asks scenery—salary shift. 


Have written everything, no exceptions. . 
newsp., radio, house organs, promotions, 
point-of-sale, billboard, buscard, Tech. 
writing, lectures, handbooks, publicity, 
western stories, poetry, Readers’ Digest 
fillers, newsp. column. You bring it in, 
I'll write it. Will take equal position 
or better for $10,000 or less. Over that 
range don’t care who holds title. 31, 3 
kids. Sober, loyal. Available two weeks. 
Box 2537, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Production Manager, 4 years big agency, 
experience as assistant and manager; 
young, single; salary open if job has 
future. 

Box 2544, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Dl. 


cord rate of $10.75 per column: inch. 


inches apply on display 


POSITIONS WANTED 


CAPABLE ADVERTISING EXECUTIVE 
Qualified to be advertising manager or 
agency contact man. Can plan, write and 
economically produce complete campaigns 
designed to sell jobber, dealer and con- 
sumer—on a local or national scale. Have 
13 years diversified experience, includ- 
ing advertising managership and ‘con- 
tact work. Now operate a one man agency 
servicing retail and small industrial 
accounts but curtailed budgets and my 
own limited financing force me to close 
shop. Opportunity more important than 
starting salary or location. Age 33, Col- 
lege, single, veteran. 

Box 2543 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Jil 


Exp. young adv exec. seeks real op- 
portunity adv. mgr or ass’t or agency con- 
tact-copy in Chicago. Sound agency media 
business bkgrnd. 33 married, coll. grad. 

Box 2542, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
PUBLISHERS: Copy writer, lively in- 
terest in books and publishing, would 
like sales promotion work with general 
trade publisher or publisher’s agency. 7 
years experience with General Electric. 

Box 2538, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Young man, 6 years printing and prod- 
uction experience, complete knowledge of 
graphic arts, thoroughly trained in layout 
and lettering with above average flair 
for writing. Well equipped to handle any 
advertising or editorial position. Am- 
bitious and eager to work in return for 
promising future. 
Box 2541, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge, Omaha, Nebr. 
Advertising Post Cards in Full Color— 
a beautiful, resultful, inexpensive ad- 
vertising medium. Samples Free. Substan- 
tial discount to advertising agencies for 
resale. Single cards for direct - by - mail; 
double cards, rouletted, one a_ business 
reply card, for order - getting. Anything. 
any size. Your copy, black - and - white 
photos or wash drawings, line drawings 
and type, completely reproduced in color 
from your mere color instructions. 
Write East Texas Engraving Company. 
Tyler, Texas 


Aggressive Adv. Exec. Avail. 


Gets and holds business. 
Wants hard hitting job on the firing line, 
in sales, acct. exec. or adv. mgr. 
Offers 2 yrs. experience on pkge. goods 
and appliances with top flight companies. 
Young, ambitious and not too expensive. 
Box 7395, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


tions of department’s operation. 
thirties. 


11 E. 47th St., New York 17, N.Y. 


REAL OPPORTUNITY FOR: 


(1) Executive Advertising Manager 
(2) Ambitious Sales Promotion Manager 


Large national advertiser, located near Chicago, with liberal personnel pro- 
gram, seeks two ambitious men of demonstrated ability in beer, beverage or 
similar commodity fields. Must be capable of assuming growing responsi- 
bility and possess personality to work with Sales Department and wholesalers. 


Advertising Manager: Position is that of executive manager. 
Should have both creative and administrative ability to produce 
and distribute display material; contact sales department; supervise 
budgets; handle media contacts including radio, television, maga- 
zines, newspapers, outdoor; supervise analysis of advertising and 
sales costs. With Asst. Ad. Mgr. will be responsible for all ramifica- 


Sales Promotion Manager: Needs the showmanship and 
versatility to initiate and develop point-of-sale material, practical 
promotional ideas and plans, exhibits, direct mail at wholesale and 
retail levels. Man in early or middle thirties preferred. 

All replies held in strict confidence. Please give full details including ex- 
perience, age, education, salary, when available, etc., prior to an early inter- 


view in New York or Chicago. Address Box 7398, ADVERTISING AGE, 


Prefer man in early or middle 


VERSATILE $10,000 WORD MISER 
WANTS CONSUMER COPY JOB 


Writes convincing consumer copy tiat 
doesn’t waste a word. Hard-hitting 
from heading to clincher. CRISP 
VISUALS with a professional layout 
touch. Top agency experience, plus ex- 
tensive merchandising and sales pro- 
motion background. Wants copy job in 
progressive agency ... or as advertis- 
ing manager for consumer goods pro- 
ducer facing tough competition. $10,- 
000 bracket. Write Box 7396. 
ADVERTISING AGE 
100 E. Ohio St. Chicago, Ill. 


ART DIRECTOR - DESIGNER 


Creative, practical modern designs, from initial 
ideas thru execution of campaigns. Recognized 
achievement all phases graphic arts, national 
and trade ads for wide variety of products. Fine 
arts background. ks connection with agency 
or manufacturer, New York area. Full time or 
free lance arrangement. 
Write Box No. 7399, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


SALESMAN 


Successful, experienced in sell- 
ing general merchandise to 
Variety Chains; age 30-40. Un- 
usual opportunity with leading 
company in its field. Salary 
$6,000-$7,500, depending on 
experience. 


For personal interview write 
giving complete information, 
earnings, etc., which will be 
held in strict confidence. 


Our own men know of this 
advertisement. 


Box 7397, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


Advertising Age, July 4, 19:9 


Glasses Makers Can 
Boost Sales 15%, 
Stanley Tells Group 


Co.umBus, O.—The optical i) - 
dustry can enjoy a 15% sales i) - 
crease in the coming year, pr. - 
vided it utilizes research and me - 
chandising to match its advanc: ; 
in production techniques, M. |. 
Stanley, president of Univis Le: ; 
Co., told the first class in the i; - 
dustry’s new distributors’ scho. | 
here. 

The school will run three cours: s 
through Aug. 6, and more than 1°) 
representatives of 60 optical con - 
panies in 30 states will attend. 

In forecasting an increase of 
$60,000,000 in business over the 
record $400,000,000 in consumer 
sales in 1948, Mr. Stanley asked 
for: 

1. Better merchandising tech- 
niques, to sell products made bet- 
ter than those of “Germany in its 
best days.” 

2. Heightening the public’s con- 
sciousness of the need of eye care 
from kindergarten to advanced 
age. 

3. Better equipment for eyesight 
specialists. 

4. A research program to im- 
prove products, particularly dif- 
ferent types of lenses. 


ws Mr. Stanley believes the pre- 
viously somnolent industry has 
moved rapidly in the postwar 
period, and cites: Spectacle prices 
have increased less than 20% over 
prewar levels; new glass for lenses 
is being developed; glasses have 
been styled and are more attrac- 
tive; production techniques (em- 
ploying diamond-impregnated tools 
instead of wet abrasives) have 
permitted faster, better and cheap- 
er production; older people are 
getting the kind of glasses they 
need (Univis sold more than 200,- 
000 pairs of tri-focal lenses in 
recent years, five times as many 
as were sold in the previous ten 
years); the development of plas- 
tics, which promise a non-break- 
able and lighter lens; and the ac- 
tivity of the Better Vision In- 
stitute, which has sold the need 
and slight cost of eye care. 


Names Jackson and Miles 


George R. Jackson has been ap- 
pointed by Consolidated Press Ltd., 
foronto, as advertising manager of 
its automotive publications—Mo- 
tor Magazine, Motor Wholesaler 
and Canadian Service Data Book. 
He joined the company in 1947 
as advertising sales representative 
of the automotive group. Harry F. 
Miles, formerly advertising sales 
representative of Chemistry in 
Canada and Manufacturing & In- 
dustrial Engineering, has _ been 
named advertising sales repre- 
sentative of the automotive gro''p. 


PR Council Elects Darrow 


Richard W. Darrow, director of 
public relations ot Glenn L. M»r- 
tin Co., has been elected the f:"st 
chairman of the newly organi ed 
Baltimore Public Relations Co'.n- 
cil, Other officers are: Yale M -r- 
rill, director of public relations of 
Bethlehem Steel Co., Sparr: ws 
Point, Md., vice-chairman; Jos ph 
W. Clautice, secretary of the Ba ti- 
more Association of Comme ° 
secretary, and Joseph L. Stan 
director of the export and im) 
bureau of the Baltimore Asso: : 
tion of Commerce, treasurer. 


Elects Paul Elsberry 
Paul V. Elsberry of Scheer © & 


Co., newspaper representative, aS 
elected commander of Chicago 0st 
170, American Legion, at the 4n- 
nual meeting at the Tavern ( !uD 


June 27. He succeeds Thoma G-. 
Duggan, of Moloney, Rega & 
Schmitt. 


Nu-Enamel to Mitchell-Faus 
Nu-Enamel Co., Chicago, 4° 
named Mitchell-Faust Adve. -'5- 
ing Co., Chicago, to direct its ad- 
vertising and act as counse! 0 


merchandising. 
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AUTOMATIC—Cory Corp.'s bid for the 
cutomatic coffee brewer market is shown 
in this ad scheduled to run in September 
in Life. Similar ads will appear in Better 
Homes & Gardens, Ladies’ Home Journal 
and The Saturday Evening Post next fall. 


Distributors Get 
Automatic Cory 
Coffee Brewer 


Cuicaco—Cory Corp. distribu- 
tors throughout the country on 
June 28 received samples of the 
company’s two new automatic cof- 
fee brewers, which retail at $19.75 
and $28.50, plus tax. 

The delivery of the package cul- 
minated a two-month direct mail 
teaser campaign, in which the 
company told distributors and 
dealers that its new product would 
be the answer to sagging volume 
and the summer sales slump. 

At the same time that the dis- 
tributors got their packages (each 
package containing a sufficient 
number of complete sales promo- 
tion-advertising-merchandising 
kits for distributor’s salesmen), 
telegrams and promotion letters 
reached about 2,000 department 
stores. 

Dealers will hear of the new ap- 
pliance through a spread in the 
July Electrical Merchandising, and 
full-page copy in later issues, plus 
a full page in the July 11 Re- 
tailing Daily in time for the At- 
lantic City housewares show. In 
addition, 65,000 appliance dealers 
received an announcement broad- 
side during the week starting 
June 28. 


s The consumer drive will not 
open until fall. Cory feels that an 
early summer introduction will 
give the company and its distrib- 
utors sufficient time to perfect 
distribution of the new appliances 
through its dealer organization, so 
that a fall magazine drive will 
bey extra dividends. 

Che new appliance is not the 
first automatic coffee brewer 

nufactured by Cory. In June of 
1917, it brought out a model in 
Wich the bottom half was metal 
aid the top half glass. It was 
te ‘ed in Atlanta, Columbus, O., 
a | Detroit and then marketed na- 
ho ally, 
\cceptance for the brewer was 
icient to convince Cory that 
‘e is a large market potential 
an automatic coffee brewer, 
ough the price tag ($27.75), 
fact that the appliance carried 
ort electric cord, and the half- 
al, half-glass combination ap- 
red to be a deterrent to maxi- 
n sales. 


4] 


- mp eo 


30 9 p 


® o take full advantage of the 
Pc ntial, Cory decided to bring 
LU two brewers, one for “luxury” 
te, to retail at $28.50, plus tax, 
ar one for the mass market, to 
se for $19.75, plus tax. The less 
*Xensive appliance is made of 
&' ninum, with a special finish 
88 to eliminate objections some- 
os paised against aluminum 


brewers. The higher priced brew- 
er is copper with a polished chrome 
finish. 

The company will open its con- 
sumer drive in September with 
a full-page ad in Life, and then 
will add Better Homes & Gardens, 
Ladies’ Home Journal, and The 
Saturday Evening Post, with page 
insertions scheduled throughout 
the fall season. Cooperative news- 
paper copy will be used with deal- 
ers. 

Also, for the first time, Cory 
Corp. intends to experiment with 
television commercials this year. 
Tentative arrangements call for 
film commercials to be aired on a 
test basis late this summer over 
Station WJBK-TV, Detroit. 

Weiss & Geller has the Cory ac- 
count. 


Ca-Vel Starts National Drive 


A national campaign for Ca-Vel 
furniture upholstery started July 
2 with a four-color page in The 
Saturday Evening Post, followed 
by half-pages in two-colors and 
black and white to be integrated 
with Collins & Aikman’s consumer 
campaign on Candalon, nylon 
automotive upholstery, which has 
been running for several months. 
Trade publications and other na- 
tional publications will be used 
later. 


Borden Acquires Gibson 

Borden Co., New York, has ac- 
quired the Gibson Ice Cream Co., 
High Point, N. C. The Gibson 
company will become Borden’s 
Gibson ice cream division, with 
Sloan D. Gibson Jr. as president. 
Mr. Gibson was the founder of 
the Gibson Ice Cream Co. 


Joins Libbey-Owens-Ford 


Kenneth A. Gorman, formerly 
with the Baltimore Association of 
Commerce as associate editor of 
“Baltimore,” and public relations 
and promotion assistant, has joined 
the press relations staff of Libbey- 
Owens-Ford Co., Toledo. 


Labatt Names Anderson A. M. 


R. G. D. Anderson has been ap- 
pointed advertising manager of 
John Labatt Ltd., London, Ont., 
brewer. He has been associated 
with the company since 1942 and 
will continue as director of train- 
ing. 


Conner Joins Ferrill 


Walter Conner has joined Harve 
Ferrill & Co., Chicago, permanent 
retail store displays, as a special 
designer. 
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Fisher Names Douglas 


Milton Douglas, former producer 
and director for DuMont Tele- 
vision, New York, has been ap- 
pointed manager of the television 
department of Stanton B. Fisher, 
Inc., New York. 


Cohen Increases Space 

Harry B. Cohen Advertising Co. 
has taken additional spaee in the 
building where it has offices at 
1 E. 57th St., New York. ~ 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
* Division of 


Artkraft® Manvfacty Corporation 
900 Kibby $t., Lima, Ohic, U.S.A. 


“Tredemerts fog US Per OF 


Topeka, Kansas 
ABC affiliate 


retail market 


announces the appointment effective 


July 1, 1949 of... 


Weed 


and company 


radio and television 
station representatives 


new york 
boston 
chicago 
detroit 


san francisco 


f atlanta 


hollywood 


covering half a million radio 


families in a 2 billion dollar 
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11-15. Advertising Spec- 


Sept. 
ialty National Association, 46th 
annual convention and trade show, 
Palmer -House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertising 

Service Association International 
convention, Congress Hotel, Chi- 
cago. - 
Sept. 18-20. Tenth district, Ad- 
vertising Federation of America, 
Biltmore Hotel, Oklahoma City, 
Okla. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 
tional Advertisers, annual meeting, 


Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 
Drake Hotel, Chicago. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


Potter Press to Cory Snow 

Potter Press, Waltham, Mass., 
publisher of business forms, has 
appointed Cory Snow, Inc., Boston, 
to direct its account. 


Johnson Rejoins Republic 


Robert S. Johnson has rejoined 
Republic Aviation Corp., Farming- 
dale, Long Island, N. Y., as sales 
liaison engineer. He first joined 
the company in October, 1945, and 
resigned in 1947 to enter the export 
business in New York. 


McKim Transfers Wimperly 


Claude C. Wimperly, who has 
served in the Montreal, Hamilton 
and Toronto offices of McKim Ad- 
vertising, has been transferred to 
the agency’s Vancouver office. He 
has been with the agency since 
1924. 


KVOO Appoints McKinney 


Charles N. McKinney has been 
named manager of the promotion 
and merchandising department of 
KVOO, Tulsa, Okla. Mary Lou 
Hedley has been appointed as- 
sistant to Mr. McKinney. 


Gets Poultry Account 

Hartford Live Poultry, Hart- 
ford, Conn., has appointed the 
farm division of Reck Advertis- 
ing Agency, New York, to handle 
its account. * 
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SEATTLE WINNERS—First prize in the bulletin design classification was given to 
Frederick & Nelson, Seattle division of Marshall Field & Co., for the Karastan 
design held in the foreground. Awards were made at a meeting of the Adver- 
tising & Sales Club of Seattle, honorable mention going to the Christmas package 
design at top. Left to right are: Joseph Sjursen, display department manager 
of the department store; Art Tilden, artist, of Sunset Outdoor Advertising Co., 
and Royell Friend, sales promotion manager of Frederick & Nelson. Awards were 
made for the most outstanding outdoor designs in the Seattle-Puget Sound area. 


No Overlap of TV, 
Crosley to Stress 
in Appeal to FCC 


Crncinnati—Crosley Broadcast- 
ing Corp. last week promised an 
appeal by July 14 from the Fed- 
eral Communications Commission’s 
June 24 decision denying authority 
to Crosley to buy the radio proper- 
ties of Station WHAS, Louisville 
(AA, June 27). 

FCC Examiner Leo Resnick 
turned thumbs down on the pro- 
posed $1,925,000 deal because of 
the area overlap between Crosley’s 
AM station, WLW, Cincinnati, and 
WHAS, owned by the Louisville 
Courier-Journal and Times. He 
ruled that it would be contrary to 
FCC policy of promoting competi- 
tion and opposing concentration to 
permit the two 50,000-watt sta- 
tions to come under single owner- 
ship. 

Duke M. Patrick, Crosley at- 
torney, said the overlap applies 
only to AM broadcasting, and does 
not justify forbidding the purchase 
because there are non-overlapping 
FM and television services in- 
volved. The latter are considered 
important reasons for the offer by 
Crosley, which operates TV sta- 
tions in Dayton, Columbus and 
Cincinnati and has applied for a 
fourth station in Indianapolis. 
Should Crosley operate a Louis- 
ville TV station, its television cov- 
erage would roughly duplicate that 
of WLW. Facilities for WHAS-TV 
are now being constructed. 


w The FCC examiner’s report said 
that area overlap between the Cin- 
cinnati and Louisville TV stations 
would be _ inconsequential. Mr. 
Patrick and James Shouse, presi- 
dent of Crosley, indicate that their 
appeal from the ruling will be 
based chiefly on the TV angle. 

Examiner Resnick declared that 
2,614,947 persons in the two AM 
stations’ overlap area are now 
served by WLW and WHAS in the 
daytime, and 1,680,172 at night. 
Listeners should continue to have 
a choice of programming from the 
two stations, he held. 


Emily Post Signs for TV 
Emily Post, etiquette arbiter, has 
been signed for a series of 39 five- 
minute, filmed video shows (a 13- 
week series) by Telescoops, New 
York. Production has started on 
the series and is expected to be 
completed early in the fall. Pup- 
pets will be used to act out each 
sequence. Stop-motion photo- 


graphy, rather than string or hand 
methods, will be used to give the 
illusion of action. The company 
Says that its new stop-motion tech- 
nique cuts costs to 25% of the ex- 
penses involved in the standard 


methods of stop-motion photos. 


TV Coordinator Developed 


The Don Lee video system has 
introduced a new remote synchro- 
nizing coordinator, designed to per- 
mit cross-fading and superimpo- 
sition of images from a remote 
pickup with the image from a stu- 
dio, without breakup or jump on 
receiving sets, and without the 
use of an extra camera at the re- 
mote location that is now required. 
Harold Jury, chief TV engineer, 
Station KSTL, developed the de- 
vice. 


Bonnheim Appointed 


Weiss & Geller, Chicago, has ap- 
pointed Byron A. Bonnheim, with 
the agency since March, 1948, as 
atcount executive for the Elgin 
American division, Illinois Watch 
Case Co. 


As a user of Words 
You will be inspired 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “T’eacher of Business.” 


This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 
Company —is none other than James H. 
McGraw. 


The size of this book is 6% x 9% 

It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduc: 
on a front inside page. This book w !! 
make a useful, permanent addition ‘0 
your business and home library. 


$100 


per cop) 


Advertising Publications, In». 
100 E. Ohio St. Chicago 1], | |. 


FILL IN AND MAIL THIS COUP VN 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 
Please send me....copies of “Teac er 
of Business”. Enclosed is $....... 
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New Research Group 
Set Up by Jewelers 


New YorK—The Jewelry Re- 
search Foundation has been or- 
ganized here to provide broad- 
scale economic research, education 
anc advice on economic problems 
of the jewelry industry and re- 
lated groups. Beardsley Ruml, 
economist, and former chairman of 
R. H. Macy & Co., and Cecil Kauf- 
mann, president, Kay Jewelry 
Stores, Washington, D. C., have 
been elected chairman and pres- 
ident, respectively, of the founda- 
tion. Headquarters will be at 580 
Fifth Ave. 

Activities of the foundation will 
be administered by a board of 50 
directors who, it is said, will rep- 
resent all branches of the jewelry 
industry, including the heads oi 
the national trade associations. 

Leon Henderson, economist and 
business consultant, will direct the 
economic research of the founda- 
tion. He will be assisted by Philip 
H. Coombs, professor of econom- 
ics, Amherst College; Melvin De- 
Chazeau, professor of economics, 
Cornell University, and Reavis 
Cox, professor of economics, Uni- 
versity of Pennsylvania. 


a Legislative activities of the in- 
dustry’s tax abatement program 
will continue to be handled by the 
jewelry industry tax committee, 
a subcommittee of the Jewelry 
Vigilance Committee. The founda- 
tion, however, reportedly will as- 
sist in preparing data for legis- 
lative hearings. It is intended, Mr. 
Ruml said, that “the foundation 
will supplement and not supplant 
the present activities of other as- 
sociations.” 

No advertising program is con- 
templated by the foundation, Mr. 
Ruml said. Industry advertising 
will continue to be handled by the 
Jewelry Industry Council. Poten- 
tial membership of the founda- 
tion, according to Mr. Kaufmann, 
is about 3,000. No budget has been 
established yet. 

Other officers elected are: Vice- 
president, Gustav H. Niemeyer, 
president, Handy & Horn, New 
York; secretary, J. Carlton Bag- 
nall, executive vice-president, 


Swank, Inc., Attleboro, Mass.; 
treasurer, Leo Weisfield, presi- 
dent, Weisfield Jewelry Stores, 


Seattle. 


‘American Girl’ Forms 
Own Ad Unit; Names Warren 


American Girl, New York, pub- 
lished by the Girl Scouts of the 
U. S. A., has established its own 
advertising department to replace 
the handling of advertising sales 
by an independent publisher's 
representative. Edward C. War- 
ren, formerly associate advertis- 
ing manager of Calling All Giris, 
has been named advertising man- 
ager, 

‘he publication will continue to 
be represented in the Midwest by 
Dwight H. Early, Chicago, and on 
the Pacific Coast by Richard Rail- 
ton Co,, San Francisco. 


Proctor Discontinues 
Blonket Division 


‘rector Electric Co., Philadel- 
ph a, has discontinued its blanket 
Sa.°s division and has incorporated 
th division’s activities in tne reg- 
u sales organization. Joseph 
tes, manager of distributor sales, 
Ww... merchandise the electric blan- 
ke He will be assisted by William 

son, sales manager of exports. 

arl McLaughlin, manager of 
th blanket division, and H. S. 
Perkins, New Jersey and Con- 
ne = district manager, have re- 
Signed, 


To Ohio Advertising Agency 


‘hio Advertising Agency, Cleve- 
ad, has been appointed to handle 
the advertising of the Philco divi- 
Sl of Strong, Carlisle & Ham- 
mond Co., Cleveland Philco dis- 
‘r.butor, Newspapers, outdoor post- 
~ _ and television will be 
se 


Four Appoint Flack Agency 


Flack Advertising Agency, Syra- 
cuse, N. Y., has been appointed 
to handle the advertising of Fin- 
ger Lakes Honey Producers Co- 
operative, Inc., Groton; Janes Art 
Studios, Inc., Babylon, L. I., man- 
ufacturer and distributor of greet- 
ing cards, stationery and gift 
wrappings; American Knife Co., 
Baldwinsville, and the First Fed- 
eral Savings & Loan Association 
of Syracuse. 


Appoints Brookman 


Jerome J. Brookman, publishers’ 
representative, has been named 
eastern-middle Atlantic sales rep- 
resentative of Building Reporter 
& Realty News, which was re- 
cently acquired by Property Pub- 
lishing Corp., New York. Building 
Reporter & Realty News will re- 
sume publication with the Sep- 
tember issue. 


Evans Agency Joins TAAN 


David W. Evans Advertising 
Agency, Salt Lake City, has be- 
come affiliated with the Trans- 
~~ Advertising Agency Net- 
work. 
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Buick Schedules 
Newspaper Copy 
to Boost TV Show 


Detroit—The Buick Motor Di- 
vision of General Motors Corp., 
which began sponsorship of the 
Olsen & Johnson video show, 
“Fireball-Fun-for-All,” on NBC- 
TV Tuesday, June 28, 8-9 p.m., 
as a summer replacement for the 
Milton Berle TV show, will con- 
tinue sponsoring the program in 
the fall. Beginning Sept. 22, the 
program will be televised on the 
full NBC television network and 
kinescoped to NBC non-intercon- 
nected stations on Thursdays, 9- 
10 p. m. 

The sponsor has sent an elabor- 
ate kit to all Buick dealers in 
television areas, containing win- 
dow banners, display pieces and 
a ten-page booklet with promotion 
and advertising suggestions. 

NBC, in addition, has urged 
its local stations to run smaller 
radio-page reminder ads of their 


own carrying a line which says in 
effect: “For further details see 
the Buick ad on page—.” 

- The network has prepared news- 
paper mats for its stations con- 
sisting of the premiere ads and 
other ads which are scheduled to 
appear on Tuesday of each of the 
following weeks. 

The Buick division urged 
dealers to borrow large-screen 
television sets from local TV 
dealers and set up auto show- 
rooms as theaters on the evening 
of the first show. 

Kudner Agency, New York, is 
handling the program. 


Elects Donald Cottrell 


Donald C. Cottrell, vice-presi- 
dent and resident manager for the 
past 12 years of the Claybourn 
division in Milwaukee of C. B. 
Cottrell & Sons Co., manufacturer 
of multicolor printing presses, has 
been elected president of the 
company. He succeeds his cousin, 
Charles P. Cottrell Jr., who has 
been named chairman of the board. 
The company’s headquarters are 
in Westerly, R. I. 


CBS-TV Sales Names Two 


George Klayer, formerly with 
Columbia Broadcasting System 
Radio Sales, and Edward Bunker, 
former account executive with the 
sales staff of American Broadcast- 
ing Co., New York, have joined the 
CBS television network sales 
staff in New York. 


Waring Names 12 Agents 


Waring Products Corp., manu- 
facturer of the Waring Blendor 
and steam iron, has appointed 12 
manufacturer’s agents to handle 
eastern and midwestern sales. D. 
E. Sanford Co. will continue to 
represent the company on the West 
Coast. 


FILE CUTS, ART WORK 
PHOTOS, SAMPLES, ETc. 


. ~ Dandy Files 


Inexpensive fibre board yerticgl files that 
enable you to store a whale of a lot on little 
shelf space. No stack- 
ing. Made in 9 useful 
sizes -- 8 x 11 in. to 
11 x 14in. 1,2 and 
3 in. deep. Write for 
further information 
Danpy and prices today. 
STORAGE FILE CO. Box 125-G WAUSAU, WIS. 


Or so it would seem from the bedrock facts. 
Offhand, you’d think men’s clothes (and shirts and 


some men prefer to live in a barre 


\\ 2 


ties and suspenders and such) sell pretty evenly 
across the board, coast to coast. Or do they? 


Well, half the money put on male backs (and necks and craniums ) 


is spent in the stores of just six states of the 48. Per-capita 
investment in masculine adornment wanders all the way from $58 a 
year in the familiar D. of C. to a mere $1.30 in State No. 48 
in the fashion parade. 


So where’s the place to advertise your overcoat? Or your seer- 
sucker suits? In a medium that follows population evenly across 
the board—or where you can take full cognizance of the truth 
that what’s called a topcoat in New York is an overcoat in Houston 


and simply non-existent in Miami or Corona del Mar, Calif.? 


Just another bit of proof that 1949’s route to more sales, lower 
selling costs, more solid profits lies via newspapers—the one 
national medium that combines saturation coverage with adaptability 


to all these fantastic local variations—the one national medium 


that pays off most handsomely on the axiom that 


All Business Is Local 


m= Bwrcae of Advertiimng ee 
American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 


7 
a 
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or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.’ 


Te iio bee ry 
rg Mine 


Sponsored by The Des Moines Register and Tribune in the interest of more effective advertising. 
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Reading Time Limited 


To the Editor: Your Ad-libbing 
yarn in AA for June 20 about the 
New York agency and the Brook- 
lyn furniture dealer is reminiscent 
of what happened to a Fortune 
advertising representative here in 
“Solid Cincinnati.” 

The Fortune man gained an au- 
dience with a top executive of a 
large firm, made a long and ar- 
dent pitch and then sat back to 
await an answer. 

“Nope,” said the executive, “no 
question but what you’ve got a 
nice magazine there, but I don’t 
think I’d want to subscribe. Got 
more damned magazines around 
here already than I have time to 
read.” 


JouN ECKELS, 
Perry-Brown, Inc., Cincinnati. 
see 


Says Cheskin System Puts 
Color Printing Within Reach 


To the Editor: In a recent edi- 
torial, “The Enormous Rise in 
Color,” appearing in ADVERTISING 
AGE you stated, “Now if some 
genius in the graphic arts field 
can develop a process which will 
reduce the cost and the difficulty 
of making the necessary plates or 
other materials from which color 
is printed, we may some time wit- 
ness the ultimate—publication rate 
ecards on which the color rate is 
the ‘normal’ rate.” 


This department { is a 2 render’ s forum. Letters | are welcome. 


It will interest you to know, 
therefore, that we have recently 
released the Cheskin Color Sys- 


tem for color planning, color iden-|a 


tification, color mixing-matching 
and printing with color. With the 
Cheskin Color System, using black 
and white photographs or art work, 
we are producing full color print- 


-ing from ordinary halftone plates. 


The cost of the plates as well as 
of the art work is about one-third 
the cost of process plates and 
colored art work. We will be glad 
to demonstrate how the system 
works. 

We have had the answer to this 
editorial question for some time, 
and the Cheskin Color System is 
now available to all color users. 

You will agree that this cer- 
tainly puts color printing within 
the reach of everyone. 

GEorRGE D. Gaw, 

Director, Color Research In- 

stitute of America, Chicago. 


Poster Drive Speeded Up 
for Anniversary Sale 

To the Editor: This is a record- 
smasher! 

As a former agency man I have 
always appreciated the necessity 
for long-range planning in any 
outdoor advertising campaign dur- 
ing the peak summer months. Due 
to crowded space conditions, slow 
lithographing processes, and the 
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mad rush for high-spot locations, 
no advertiser in his right mind 
would ever attempt to schedule 
24-sheet poster showing in less 
than two or three months. 

Well, here it is—a_ record- 
smasher! This entire outdoor cam- 
paign consisting of 30 locations 
in eastern Tennessee and south- 
west Virginia was conceived and 
executed in less than five days! 

On May 27 the advertising di- 
rector of H. P. King Co., Bristol, 
Tenn., requested the space. That 
same day the art work was com- 
pleted, the coverage and allot- 
ments approved, and posters or- 
dered. On June 1 the processed 
24-sheet posters were received 
from the lithographer. They were 
posted on June 2 and were prompt- 
ly covered on Jung 11, the last day 
of the store’s anniversary sale. 

This campaign as far as we have 
been able to ascertain marks a 
milestone in the outdoor adver- 
tising field, breaking all previous 
records. It should go far in demon- 
strating to advertiser and agency 
the speed and flexibility possible 
in this medium. 

C. T. Ottenfeld, Bristol, Tenn., 
handled the account. 

OLIVER J. TAYLOR JR., 
Manager, State Line Poster 
Service, Bristol, Tenn.-Va. 

see 
How Far Can Publication 
Censorship of Ad Copy Go? 

To the Editor: I was extremely 
interested in your report in this 
week’s issue (June 20) on the sun 
glass people’s difficulties over the 
refusal of certain publications to 
accept their copy for reasons as 
stated. 

This interest is due to the fact 
that this company recently felt it 
necessary to protest to a wide 
group of dental trade magazines 
over the publication by a competi- 
tor of an advertisement contain- 
ing statements and claims that 
were obviously (to us) grossly ex- 
aggerated and, in two instances, 
downright lies. 

This protest took the form of a 
telegram to all the magazines con- 
cerned tollowed by a iong and de- 
tailed letter in luli expianation ol 
the reasons tor our protest and 
aisO suggesting tnat such maga- 
zines should in ru.ure take the pre- 
cautuon of submiutung such ques- 
tulonabie copy to either (a) the Am- 
erican Den.al Associaton, or (b) 
the advertiser himseli lor sup- 
porting evidence. 

‘lo our extreme surprise only a 
handful took the troupie to reply 
and, ot those who did, tne majority 
eitner denied or evaded the ques- 
uion ot responsibility on the part 
OL a publication to exercise any 
torm OL censorship or investigative 
action where claims appeared sus- 
pect or insupportabie. Persona: 
visits from severai magazine space 
salesmen deveioped little more 
(nan a shrug ol: tne shoulder, And 
this, mind you, in a field that is 
concerned directly with the public 
health and which, if .anytning, 
snould lead the way in the strict- 
ness of its interpretauon of what 
ls true and wnat appears other- 
wise. 

I am writing you not only to 
comment on this incident but aiso 
co ask you if you have Kknowleage 
ot what the generai practice is in 
this respect on ine parc Ol responsi- 
ple publicatlons—always granting 
them the iact that they cannot 
probably supporc scientific test- 
ing statis—11 tnere 1s any uniform 
general pracuce at ali. Apparently, 
srom your report, at least some 
pooks do exercise some rights OL 
censorship and others none at all. 
We would like to take some in- 
itiative in the matter of developing 
some interest both in our industry 


HP. 


Bristols Great Department Store 


toh 
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QUICKIE—State Line Poster Co. is proud of the speed with which it produced ; 


24-sheet poster campaign for H. P. King 


location drive, which were completed in 
things 


Co. This is one of the posters in the 30.- 
less time than it usually takes to ta'k 
over. 


and in the dental profession in re- 
spect to setting up some maciunery 
to police misleading advertising, 
which happens to be particularly 
prevalent in this field for some 
reason. 

To that end we would appreciate 
any knowledge or information 
from your experience and con- 
tacts that might be of any assist- 
ance in this matter. 

J. K. MACNEILL, 

Sales Manager, Myerson Tooth 

Corp., Cambridge, Mass. 

All publications worthy of the 
name make every effort to pre- 
vent false, misleading and un- 
ethical advertising from appear- 
ing in their pages. They are not, 
however, and cannot be expected 
to be experts on every possible 
subject, nor is it their function to 
decide all debates between adver- 
tisers. 

ae 
Minneapolis Dairy Ad 
Aids Playground Program 

To the Editor: We are enclosing 
an advertisement that our agency 
recently placed for Franklin 
Creamery of this city. We believe 
it will be of interest to you be- 
cause of its novelty and definite 
reader appeal. 

Franklin Creamery of Minne- 
apolis, the largest dairy in the city, 


FRANKLIN-PARK BOARD PROGRAM HELPS PARENTS! 
= og Sain 24 “rn Clres of 48 Ages Enjoy 
Prey and Sports 

é 6 by Prentin Day 


WEA A TGROUND SFERTS TO meTER Ale 


sed Wl bach ton cttunsene Dopumenet WA Carell 


not only offers financial support 
for many of the city playground 
activities, but also spends addi- 
tional funds in publicizing the 
park board program. 

This full-page ad was prepared 
to inform as many persons as pos- 
sible of the wide range of play- 
ground activities available in Min- 
neapolis. It could best be accom- 


plished by an editorial type ad 
which was placed in the Minnecp- 
olis Star and Tribune. 

We feel sure that this ad will 
help the city playground program 
throughout the summer. 

K. W. BERGLUND, 

Graves & Associates, Minneap- 

olis. 

aes 


Unloads Opinions About TV 
on the Teleradio Man 

To the Editor (for the Tele- 
radio Man): In such television 
broadcasts as I have seen, the 
definition and tonal quality have 
been good, and where there is 
proper tuning and some modifying 
lighting, I have encountered no 
eye-strain. 

There is always distortion, how- 
ever, occurring mostly in the back- 
grounds. Vertical straight lines in 
particular appear as undulations, 
more or less marked, and some- 
times as crooked as a dog’s hind 
leg. Human figures at the same 
distance look now and then like 
incredible skeletons, warped into 
a S-curve. 

Occasionally, though apparently 
less frequently, distortion also ap- 
pears in foreground figures, though 
they are in sharp focus. A head 


flattens at the top or assumes 
Mongoloid characteristics; a pack- 
age of cigarets seems to have been 
out in the rain all night, and to 
have acquired a snake’s hips and 
general outline. 

Is this true of all television re- 
production? Naturally it is not a 
question that I like to ask the 
proud owners of sets. But though 
I am not as critical of the shows 
as you are, having rather low 
tastes and an unslaked astonish- 
ment that the thing can be done 
at all, I find this alcoholic effect 
rather a deterrent. 

Roy GRIFFITH, 
Melrose, Mass. 


A Fine Compilation 


To the Editor: I want to compli- 
ment you on the fine job you have 
done for the industry in your Mar- 
ket Data Issue (May 30). No 
doubt, if all of the man hours 
saved by this fine compilation 
were laid end-to-end it would 
astound the statisticians... 

T. Bryce SPRUILL, 
Vice-President, N. A. Winter 
Advertising Agency, Des 
Moines, Ia. 
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Duilies Get Bigger 
C.unk of Illinois 
Je velers’ Ad Funds 


LRBANA, ILL.—Jewelry retailers 
usii. g Newspaper advertising de- 
yotcd nearly two-thirds of their 
194} budgets to that medium, ac- 
cor ing to results of a survey con- 
duced by the University of 
Illi: ois’ Bureau of Economic and 
Bu: ness Research. The newspa- 
per. Share of the budget dollar 
was 2% higher than in ’47, when 
a si nilar study was made. 

Sores using radio devoted 
sligatly less than a third of their 
budgets to that form of advertis- 
ing, the bureau found, increasing 
their expenditures 5% over 1947. 
Direct mail was third in budget 
yolume. 

The survey, sponsored by the II- 
linois Retail Jewelers’ Association, 
covered 35 stores, four of them in 
Chicago and the remainder down- 
state. The amounts they spent on 
advertising last year varied great- 
ly, but these are the averages: 
Large towns, $4,500; medium, $1,- 
800, and small, $860. Stores in the 
large towns spent an average 3.2% 
of the sales dollar on advertising, 
compared with 2.03% in medium- 
size towns and 1.98% in small 
towns. 

On the average, store sales de- 
clined 3.1% from 1947, continuing 
a downward trend, although small- 
town stores boosted sales 4.8%. 
Rising expenses affected the prof- 
it picture in all stores, advancing 
an average of 6.7%. The combined 
effect of falling sales, rising mer- 
chandise costs and higher expenses 
brought a large shrinkage in jew- 
elers’ earnings. The average de- 
cline of dollar earnings from 1947 
was 22.8%, compared with an 
earnings decline of 2.3% in ’47. 
The larger stores, and retailers in 
larger towns, were the most ad- 
versely affected, the study showed. 


‘Nation's Heritage’ 


Circulation Grows 


New YorK—With publication 
June 24 of the third bi-monthly 
issue of the $30-a-copy, $150-a- 
year Nation’s Heritage, by B. C. 
Forbes & Sons Publishing Co., 
Malcolm S. Forbes, publisher, re- 
ported “steadily widening sales.” 

He added, however, that “the 
limited edition of 5,000 copies is 
not yet fully subscribed for the 
first annual series of six issues.” 

Most of the subscribers are large 
corporations, Mr. Forbes said. 
Others include local libraries, high 
schools, and hospitals in indus- 
trial communities. The Army has 
placed subscriptions in all in- 
formation centers in the occupied 
territories of Germany, Japan and 
Austria. 


cal Report Published 
Dertnell Corp., Chicago, has is- 


sued a report titled, “Training 


Cler'cal Employes,” based on in- 
tery ews with more than 150 com- 
panies using clerical training pro- 


grar 
wor 


s. The report notes that office 
ers often feel that training is 
quate, and that most com- 
s are dissatisfied with com- 


mer al training given by the 
Nati n’s schools. The report is 
pub shed in two sections, at 
5 per copy. 


1 ting Booklet Published 

Tl» New York State Depart- 
of Commerce has issued a 
‘tt on “Shopping Center De- 
), ment,” designed to serve as 
le in the organization and 
ng of a general program of 
inity business development. 
vailable without charge from 
‘partment, 112 State St., Al- 


oins Station KPO] 

‘ard C. Fay, formerly with 
Cone & Belding, Chicago, 
ined Station KPOJ, Port- 


Raytheon Promotes Eibye 

John J. Eibye has been named 
manager of magnetic component 
sales of the equipment sales divi- 
sion of Raytheon Mfg. Co., Wal- 
tham, Mass. He has been with the 
company since 1942 and up until 
the end of last year he was in 
charge of certain magnetron pro- 
duction in the power tube division 
and later directed the promotion 
and sale of Raytheon Recticharger 
and Rectifilter. 


Galbraith Is Promoted 

H. R. Galbraith, formerly prod- 
uct manager of the mix products 
of Pillsbury Mills, Minneapolis, 
has been appointed product man- 
— of all Pillsbury grocery prod- 
ucts. 


Bright Joins Mogul 

Bob Bright, formerly head of 
his own radio and television pack- 
age agency in New York, has 
joined Emil Mogul Co., New York, 
as director of radio and television. 


Gendarmes Refuse 
Cards; Space Men 
Print Their Own 


Paris—Legitimate space sales- 
men are going to carry their own 
identification cards because police 
officials have decided they aren’t 
entitled to cards similar to those 
given commercial travelers. Publi- 
cation space, the police argue, 
isn’t merchandise. 

Monsieur Fribourg, head of the 
space salesmen’s organization here, 
said the group has decided to dis- 
tribute its own cards to all bona 
fide salesmen, whether they are 
members or not. Its action followed 
an extraordinary case in which a 
representative of unsavory repute 
sold space for two small-circula- 
tion magazines actually published 
by the police. 

The salesmen, said M. Fribourg, 


RENT 


collected no less than 200,000 
francs for space which was not 
theirs to sell. “Police magazines 
were chosen,” he said, “because 
they facilitated interviews; the 
very announcement ‘police’ always 
resulted in an interview with the 
director. In spite of this, however, 
the prefecture still refused to ex- 
tend cards to legitimate space 
salesmen.” 


Batchelder Named V. P. 


Roger W. Batchelder, assistant 
to the president of National Bear- 
ing division of American Brake 
Shoe Co., has been named vice- 
president in charge of sales of the 
division. He makes his headquar- 
ters in St. Louis. 


Waugh to Pendray & Leibert 


John D. Waugh, formerly public 
relations representative of Koppers 
Co., Baltimore, has joined the staff 
of Pendray & Leibert, New York 
public relations counsel. 


Winnipeg Admen Elect Bowley 


Sidney L. Bowley, advertising 
manager of Western Motor Trans- 
portation and Winnipeg & Western 
Grocer, has been elected presi- 
dent of the Sales and Advertising 
Club of Winnipeg. Other officers 
include: Harvey R. Lemmon, sales 
manager of Bulman Bros., vice- 
president, and R. Heaton, City 
Dairy, secretary-treasurer. 


Miss Cooper to DuMont 


Jeraldine Cooper, formerly with 
Paramount Pictures, New York, 
has joined DuMont Television 
Network, New York, to direct 
specialized merchandise promo- 
tion. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 
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Ore., as account executive. 
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ent letterhead. 


For the name of a member of 
the Hammermill Guild of 
Printers, call Western Union 
by number and ask for 
“Operator 25." 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pa. 


() Hammermill Duplicator.) 


iS 


gowMERMIL, 


LETTERS 


REALLY DO A SELLING JOB... 
NOW THAT WE USE 
HAMMERMILL BOND!“ 


YES! They do a real selling job, because any 
typing on Hammermill Bond’s snow-white, glare- 
free surface stands out with new sparkle and clear- 
ness—gives new impressiveness to your letters! 
Your typists also will turn out clear finished 
work on improved Hammermill Bond. Try it and 
see for yourself. (You'll find that it takes quick, 


Send for these two FREE books! Send the 
coupon for trial sheets and a sample book of 
Hammermill Bond in white and 14 pleasing 
colors. We'll include, if you wish, the Hammer- 
mill idea-book ‘‘ Your Next Letterhead” 
will help you improve or redesign your pres- 


that 


— 


BOND 


Please send me—FREE—a sample packet of Hammermill Bond 
sheets and a sample book. (Check if you'd like a copy of [) “ 


Your 


Name 


Next Letterhead”’ and sample books of [) Hammermill Mimeo-Bond | 


Position 


. IT 1S HAMMERMILL'S WORD OF HONOR 


Please attach to, or write on, your business letterheud) 


TO 
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Auto Makers 
Want 75,000 
More Salesmen 


Detrort—The automotive indus- 
try today has about 50% more 
productive capacity than before 
the war, and manufacturers are 
already eyeing the period just 
ahead when they expect to be de- 
pending on their dealers’ crack 
salesmen to hold production and 
employment in the industry above 
prewar levels. 

For more than a year now, man- 
ufacturers have been working 
quietly with their dealers to re- 
build sales forces. 

Today new-car dealers have an 
estimated 75,000 salesmen. This 
total is expected to rise gradually 
in coming months to about 150,- 
000. The stress is on quality rather 
than quantity in building up sales 
forces—on having men who are 
better trained and can average 
more income a year than before 
the war. 

As AA reported last week, Pack- 
ard Motor Car Co. is advertising 
openly for 300 more dealers. It 
has 1,500. Karl M. Greiner, vice- 
president and general sales man- 
ager, says Packard dealers have 
3,000 jobs open for young men 
“who could make $4,000 their 
first year and increase this to 
$10,000 or $12,000 in subsequent 
years by hard work.” 


ws “It takes a year to develop a 
good salesman,” one industry sales 
expert declared. “We’re urging our 
dealers to select and train good 
prospects now, and to set up com- 
pensation schedules that will at- 
tract and hold these men.” 

One large automobile company, 
since May, 1948, has been 
giving eight and a half day sales 
courses for dealer sales managers. 
The course covers such subjects as 
selection and training of salesmen, 


BUYS EYES for WISE GUYS! 


Merk'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting .. . they're 
FREE STICKY... they sell anywhere. Printed to 
yeur order. Milliens sold. Write MARK'- 


ANDY, inc., Dept.AAl, St. Levis 22, Me. 
for details, samples. De it, today! 


various types of compensation 
plans, how to analyze local car 
markets, how to set up a system 
of locating prospective car buy- 
ers, and how to handle used cars. 

Dealers throughout the country 
are rebuilding used-car depart- 
ments. Many industry observers 
expect by next year that three 
used cars will figure in each sale 
of a new car. Before the war, most 
new-car deals involved two used- 
car deals. 


ws “We look for the average new- 
car buyer next year already to be 
driving a postwar car,” one sales 
expert explained. “The dealer will 
get this postwar car on the trade- 
in, sell it to another used-car own- 
er, take the second used car in 
trade, sell it to the owner of a still 
older car, and have a third used 
car to dispose of before he finally 
completes the original transac- 
tion.” 

This means dealers will be re- 
conditioning more older cars and 
will be doing a high volume of 
used-car selling during the next 
few years, until older cars grad- 
ually end up in junkyards as more 
newer cars replace them. It also 
means that more sales and service 
jobs will develop in local dealer- 
ships as the industry steps up its 
efforts to spread car ownership 
more widely in all parts of the 
nation. 

And there’ll be more effort to 
persuade families to buy a “second 
car” for the woman of the house- 
hold to use on shopping errands 
and in driving the children to 
school—a trend already growing 
strong as suburban home building 
increases. 


Newspaper Restrictions Lifted 

All newsprint restrictions in 
India have been lifted, according 
to Lee J. Margolin, New York 
representative of the Times of 
India. This means, he said, that 
his publication, which has the 
largest circulation in India, has 
eliminated its previous ban on 
any advertisement larger than 
10” by 3 columns, and its restric- 
tion of no more than one classi- 
fied advertisement to any one 
individual or company in any one 
week. 


Berns Appoints Sneider 

A. M. Sneider & Co., New York, 
has been appointed to handle the 
advertising of Robert E. Berns Co., 
New York, girls’ sportswear man- 
ufacturer. Trade publications will 
be used. 
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lhe Creative Wan2 Corner 


No advertising—with the possible exception of that dis- 
pensed by the soap companies—so churns the stomach of this 
individual as that devoted to the so-called “sale” of perfumes. 
In fact, he finds it difficult to refrain from saying to the 
perfume advertisers, in their present state of doldrums, that 
“he told them so.” Or, if you wish, that they had it coming 
to them. 

Then, lo and behold, he finds in a recent copy of The New 
Yorker—that perennially fascinating and refreshing publica- 
tion—a new, realistic and completely refreshing note in per- 
fume advertising. He refers to the herewith illustrated ad- 
vertisement for Parfums Ciro—of which the only criticism 
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he can make is that they don’t wise up to themselves and 
spell it “perfumes.” 

Nothing The Corner says about this ad could say more 
than the copy itself. So, without further ado, The Corner lets 
the copy speak for itself. The caption you can read. If you 
can’t read the copy, here it is: 

“You undoubtedly own and use more perfumes than the 
average ...most of which you receive as gifts. You know 
it’s the most stimulating thing you wear—and yet, when you 
want a particular fragrance, you wait for your birthday in- 
stead of treating yourself. Strange, isn’t it? You never, never 
hesitate about buying yourself a new hat—even though it 
may cost many times as much as a small bottle of a quality 
extract! Next time you’re shopping, browse in the perfume 
department, too. A new fragrance—particularly one by Ciro 
—gives you the same lovely stimulation as that new cha- 
peau!” 

Ciro, take a bow. You're terrific! 
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comes in loud and clear in a larger area 


than any other station in the U. S. A. 


General Mills Organizes 
Tell Your Neighbor Club 


General Mills has organized a 
Betty Crocker “Tell Your Neigh- 
bor Club” to promote sales of the 
Tru-Heat iron and steam attach- 
ment through Betty Crocker de- 
partment store demonstrations. 
Purchasers of the appliances re- 
ceive, as an invitation to club 
membership, a self-addressed post- 
card with space to note the names 
of two friends who have seen the 
two appliances in action. Persons 
filling out and mailing the cards 
to General Mills in Minneapolis 
receive a Betty Crocker Picture 
Cooky Book, first edition of which 
sold out 500,000 copies in a few 
weeks. 


North Joins Sugar Group 


James D. North, former vice- 
president of Foote, Cone & Bel- 
ding, San Francisco, has joined 
Western Beet Sugar Products, Inc., 
as general manager. Headquarters 
of the organization, comprised of 
major producers of beet sugar, will 
be opened soon in San Francisco. 
The purpose of the group, accord- 
ing to Mr. North, is to “tell the 
story of beet sugar to the people 
of the United States.’ The national 
campaign will be handled by 


Foote, Cone & Belding. 


‘Herald Tribune’ Names Weeks 
Willet Weeks Jr. has been 
placed in charge of national ad- 
vertising promotion for the New 
York Herald Tribune. He was for- 
merly with the New York Herald 
Tribune Syndicate and before that 
was with Moore Publishing Co. 


Willey Joins Donnelley 


Merritt E. Willey has joined 
Reuben H. Donnelley Corp. in San 
Francisco as a sales representative. 
He formerly was associated with 
Garfield & Guild Advertising 
Agency, San Francisco. 


To Story, Brooks & Finley 


Story, Brooks & Finley, Inc., 
has been named national adver- 
tising representative of the Morn- 
ing Union, Evening Leader and 
Sunday News, Manchester, N. H., 
effective Sept. 1. 
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New Lewyt Cleaner 
to Get $1,200,000 
Advertising Drive 


New Yorxk—“What other ma .}- 
ufacturer, from a standing sta-t, 
has signed 7,000 dealers in less 
than two years?” Alex M. Lew: t, 
president of Lewyt Corp., Broo 
lyn, asked 250 distributor, pub) ic 
utility and department store ex- 
ecutives at the corporation’s se-- 
ond national sales conference at 
the Waldorf-Astoria here. Lewyt 
vacuum cleaner production, ie 
said, is now on a 250,000-a-year 
rate. 

Billed as a “$50,000 show with 
$1,000,000 worth of major ap- 
pliance selling ideas,” the con- 
ference introduced 1950 mode] 
Lewyt vacuum cleaners, which will 
offer a “magic energizer” to keep 
the filter paper clean and main- 
tain complete suction; a “video- 
pak” to eliminate television in- 
terference; “lock-tight” wands, and 
an improved carpet nozzle. 


s A $500,000 magazine campaign 
will break in October, through the 
Hicks & Greist agency, in Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Life, Look and The Saturday Even- 
ing Post. This full-page series 
will be supported by a campaign, 
starting with a four-page insertion, 
in Electrical Dealer, Electrical 
Merchandising, New England Ap- 
pliances, Retailing Daily, and 
Western Radio & Appliances. 

Cooperative advertising with re- 
tailers, said Donald B. Smith, sales 
promotion manager, is expected 
to total $700,000, of which dealers 
will pay 50% and factory and 
distributors 25% each. The bulk 
of the cooperative effort will be 
in newspapers, and 25% each in 
outdoor and radio. Lewyt is now 
using several radio participation 
shows. 

Mr. Smith showed a new series 
of television shorts, and announced 
addition of demonstration films 
to the cooperative program. 


Decca Relinquishes British 
Distribution, Sale Rights 


Effective July 1 Decca Records, 
Inc., New York, relinquished 
its right to distribute and sell 
the products of Decca Record Co. 
Ltd. of England. 

The British company will serve 
as exclusive agent in Great Britain 
for records released by the Amer- 
ican company under the Decca |a- 
bel on a minimum guarantee basis 
and will have similar privileges in 
certain other areas on a non-ex- 
clusive basis. Decca Records, Inc., 
will handle the distribution of its 
own products in other areas. 


Associated Names Two 


James W. Lucas, former program 
director of Associated Program 
Service, New York, has been 
named director of programming of 
the service and will have full re- 
sponsibility for supervision of ‘he 
program, advertising and pron\o- 
tion, quality control, product-e- 
velopment and research depa't- 
ments. Leslie F. Biebl, former con- 
tinuity chief of Associated, as 
been named program and pron 0- 
tion manager. 


Names Buchanan-Thomas 


Buchanan-Thomas Advertis »£ 
Co., Omaha, has been appoin ed 
to handle the advertising of Sch: *!- 
ber Mills, Inc., St. Joseph, } ©. 
effective July 1. Farm _ publ).a- 
tions, newspapers, dealer publ) '@- 
tions, radio and direct mail . il! 
be used to promote Sweet Li ‘sy 
and other Schreiber feeds. 
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NEW APPEAL—‘Eye-O-Matic’ selling made 

its appearance with this first insert in 

a new broad gauge campaign for U. 

5. Printing & Litho Co. The back of the 

insert, shown above, reproduced a Maud 

Tousey Fangel painting in nine colors 
to illustrate the principle. 


‘Eye-O-Matic’ Sales 
Appeal Introduced 
by U.S. Printing 


CINCINNATI—A hard-driving 
campaign to develop new leads 
for business, and at the same time 
to do a basic “institutional” job 
to assure consideration over the 
whole range of color printing, has 
just been launched by U. S. Print- 
ing and Lithograph Co., with the 
evolution of a series of inserts fea- 
turing “Eye-O-Matic” selling. 

Hub of the campaign, developed 
by H. C. Minnich, U. S. advertis- 
ing manager, and Kammann-Ma- 
han, Inc., Cincinnati agency, is an 
appealing painting by Maud Tous- 
ey Fangel, famed painter of in- 
fants, showing a chubby youngster 
with all his attention focused on a 
ball dangling from his cradle-gym. 

The illustration, reproduced in 
nine colors on the second page of 
the company’s initial insert, is de- 
signed to portray the meaning of 
“Eye-O-Matic” in terms of the at- 
traction value that must be present 
in all products to achieve undi- 
vided attention from customers 
and prospects. 


s The “Eye-O-Matic” symbol will 
be used throughout the campaign 
to dramatize the important role 
U. S. products can play in promo- 
ting the sale of merchandise. In 
contrast to previous campaigns, the 
company will tell an over-all story, 
picking examples from the range 
of its graphic arts production, 
Which goes from Christmas seals 
to 24-sheet posters, and includes 
labels, folding cartons, point-of- 
sale displays, and an almost end- 
less variety of printing and litho- 
graphie products. 

“Too often,” Mr. Minnich ex- 
plained, “customers who were big 
buyers of labels or folding cartons, 
did } ot think of U. S. as a source 
of point-of-sale. displays or out- 
door posters, or vice versa. To 
Over-ome this problem, the front 
Page of our inserts will show a 
Wic- variety of types of work, 
unccr the general heading, ‘U-S 
Mc: -handising Review.’ ” The first 
Ins t showed a 24-sheet poster, a 
la.’ design, a new carton develop- 
me, an indoor display, and the 
Ce of Nation’s Heritage, litho- 
gr hed in full color on special 
lin 4 stock. 


® nother major purpose of the 
fu ent campaign was to broaden 
the base of the company’s adver- 
especially to include top 
lev. management, which U. S. be- 
is more concerned than ever 
e with their company’s pack- 
“Ss 3 and merchandising prob- 


blications now being used, 
the list subject to possible 
*X} nsion, include ADVERTISING 
Food Field Reporter, Drug 
News, Packaging Parade 
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schedule of direct mail, again using 
the inserts, which are produced 
entirely in U. S. plants. 


Publicity Club Elects 


George Johnson, of J. Walter 
Thompson Co., has been elected 
president of the Publicity Club 
of Los Angeles. Other officers 
are: Harriet Crouse, Mutual Don 


Lee Broadcasting System, and 
Gene Gach, KFWB, vice-pres- 
idents; Chester Miller, Douglas 


Aircraft, treasurer, and Jane Tur- 
ner, secretary. 


Sklar Names Noyes & Sproul 


Noyes & Sproul, Inc., New York, 
has been appointed to handle the 
advertising of J. Sklar Mfg. Co., 
Long Island City, N. Y., manu- 
facturer of surgical instruments 
and apparatus. The agency spec- 
ializes in ethical medical adver- 
tising. 


Malkiel Appoints Rose 


Elliot R. Rose has been ap- 
pointed an account executive of 
David Malkiel Advertising Agen- 
cy, Boston. 


12 Publications, 
FC&B JoinCCA 


New YorK—lIn the first half of 
this year, 12 business publications 
and one advertising agency—Foote, 
Cone & Belding, New York—have 
become members of the Controlled 
Circulation Audit, said Frank L. 
Avery, managing director. 

The publications are Arizona 
Food Merchant, Phoenix; College 
and University Business, Chicago; 
Dental Laboratory News, New 
York; Food Trade News, Philadel- 
phia; Furniture Index, Jamestown, 
N. Y.; Hardware World, San Fran- 
cisco; Metal Finishing, New York; 
New Sporting Goods Products, 
Cleveland Heights, O.; Tavern 
Keeper, Chicago; Western Build- 
ing, Portland, Ore.; World Con- 
struction, Chicago, and Your Bus- 
iness, Philadelphia. 

With 150 advertisers, 86 agencies 
and 284 publications and appli- 
cants, Mr. Avery pointed out, CCA 
now has a total membership of 
520. 


Oldsmobile Names Jones 
General Sales Manager 


G. R. Jones has been appointed 
general sales manager of the Olds- 
mobile division of General Motors 
Corp., Detroit. He succeeds D. E. 
Ralston, who has been made exec- 
utive assistant to General Manager 
S. E. Skinner. 

Mr. Jones joined GM in San 
Francisco in 1926 as a field rep- 
resentative for Oakland Motor Car 
Co. In 1932 he was made zone 
manager of the Buick-Oldsmobile- 
Pontiac sales division and has been 
Pacific Coast regional manager for 
Oldsmobile since 1933. 


Tymick Heads Chicago 
Industrial Advertisers 

Henry W. Tymick, Buchen Co., 
has been elected president of Chi- 
cago Industrial Advertisers Asso- 
ciation. Other officers are H. A. 
Countryman, Crane Co.; C. D. Mc- 
Wade, Skilsaw, Inc., and Emil 
Stanley, Traffic World, vice-pres- 
idents; R. G. Roberts, Edward 
Valves, Inc., secretary-treasurer. 

Directors include W. Kuhlman, 
International Harvester Co.; D. 
Snow, McCann-Erickson; Don 


Poor, Ceco Steel Products Corp.; 
W. E. Geidt, Inland Steel Co.; 
Claude Riemersma, Architectural 
Record. 


Patterpad Names Lane 


Patterpad Corp., Hodges, S. C., 
has named Lane Advertising Agen- 
cy, New York, to handle the ad- 
vertising of its new infants’ Pat- 
terpant, diaper panty, and Patter- 
pads, disposable diaper pads. In- 
fants consumer publications, trade 
publications and direct mail will 
be used. 


McNew Leaves Mengel 


James W. McNew, eastern sales 
manager of the Mengel Co. in 
New York, has resigned, effective 
July 1. 


Chicago 5.1llinois 


421 S. Dearborn St., 
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and witty booklet, which among other significant points analyzes 


the role of advertising in keeping this society both dynamic and stable 


A booklet businessmen are talking about... 


Mr. Charles G. Mortimer, Jr., 
Vice President in Charge of Mar- 
keting, General Foods Corporation, 
writes: ‘“‘I thoroughly enjoyed 
reading your Cornell talk and 
compliment you on a top job. 
You have said some important 
things in a saltily simple way 
which makes them come alive for 


Mr. A. L. Cole, General ‘Business Man- 
ager, The Reader’s Digest, says: “‘Al- 
though not now concerned with ad- 
vertising, over the years I have read 
scores of books and have listened to 
hundreds of speeches on the subject. 
But James Young’s talk at Cornell 
- entitled ‘Some Advertising Responsi- 
bilities in a Dynamic Society’ is the 


your reader.” 


Mr. Faris R. Russell, Chair- 
man of the Board of the Ward 
Baking Company, says: “To 
say that I found it most inter- 
esting is to put it mildly. I was 
particularly impressed by your 
statement of the five basic uses 
of advertising, and by that 
part of your address which 
dealt with the need for main- 
taining an Incentive Society.” 


most thoughtful and stimulating I have 


ever read. No one who has the slightest 
interest in advertising should miss it.”’ 


QUOTED ABOVE are three of the many letters from business 
leaders, commenting on a recent talk at Cornell University by 
James Webb Young, Senior Consultant of J. Walter Thompson 
Company. They make plain the full stature of Mr. Young’s analysis 
of the inescapable new areas of responsibility which business has 
assumed in sustaining our “Incentive Society.’’ This is a booklet 
not of cold facts, but of insight and of foresight. May we send you 
a copy? Just ask for Jim Young’s pamphlet. Write to J. Walter 
Thompson Company, 420 Lexington Avenue, New York 17, N. Y. 


Twenty-two other offices in strategic cities around the world. 
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WASHINGTON—Department store 
sales for the week ended June 18 
showed a slight decline from the 
preceding week’s Father’s Day up- 
surge, and appeared headed for 
the seasonal summer low, which 
usually comes around July 4. 

Sales for the week were about 
midway between the dollar volume 
for the corresponding weeks of 
1948 and 1947—about 8% below 
last year’s all-time record volume 
for the week. 

The summer low is: usually in 
the neighborhood of 200-220 and 
the Christmas high in the past two 
years has reached 575. 

On the latest report of the Fed- 
eral Reserve Board, losses for al- 
most all districts were uniform. 
Only the Boston area, which 
equaled last year’s sales, did not 
report an unfavorable comparison. 

None of the cities showed start- 
ling declines on the year-to-year 
comparison. Largest declines were 
those of Tulsa and Nashville, both 
off 17%. 


% Change from 1948 
for Week Ended 


Federal Reserve June June June 


District and City 4 11 18 
UNITED STATES —s —5 8 
Boston District ................. — 2 0 
New Haven ..............0.. 6 —l1 1 
Boston. ........00000 3 0 
Springfield ...... —T --2 
Providence —10 —2 —1 
New York District ........ —1é —7 —10 
I ie ii cteriladechcineertense —16 —7 —li1 


To UP SALES, direct extra advertising 
at the biggest buyers— MOTHERS! 


__ Use this seal to build 
confidence and UP SALES! 


61 % of their husbands read 


| ee wrs: 


MAGAZINE 
4 % 52 Vanderbilt Avenue, New York 17 
a 
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Federal Reserve Figures on Department Store Sales 


DEPARTMENT eg 


1935.39 EQUALS 100 


Week to June 18, °49*p285 
Week to June 19, ’48*..310 
Week to June 11, 
Week to June 12, ’48*..304 
Month of April, ’49*.. 
Month of April, *48*.... 


pPreliminary. 


"49* ..289 


.p295 
288 


“Not adjusted seasonally. 


BSR a 


Buffalo --4 
New York —1l1 
Rochester —li 
Syracuse --5 
Philadelphia District ... —4 rl 8 
Philadelphia ................... —3 rl 9 
Cleveland District .......... —s —6 kK 
FD. titnesebtinnetindctniiinn —2 
Cincinnati ..... —6 —I12 
Cleveland . 6 7 
Columbus --3 --6 
Toledo ....... — —12 
Pittsburgh --6 —-6 
Richmond District .......... — —3 4 
IID coscsecscccccncceese 1 —1 
Baltimore .......... —7 --9 
Atlanta District .. —. —4 
Birmingham .. --9 
EET 7 
SED  ccntninsasinc —2 
New Orleans 8 7 
I 6 —17 
Chicago District .. —-—s —5 —4 
Chicago .............. —+4 —6 —9 
Indianapolis —3 —2 —10 
a —12 -—-6 —12 
Milwaukee .................... —l14 —4 —10 
St. Louis District .......... —il r—9 — 
Little Rock. .................... —4 -8 —13 
Louisville ..... —13 —15 —-8 
St. Louis .-13 —7 —10 
Memphis . —6 —I11 --8 
Minneapolis District ...... ° ® ° 
Minneapolis ................... e ° bd 
SN IE detithinenenesinvcweneses ° bd ° 
Duluth-Superior ......... ° ° ° 
Kansas City District... —3 —8 —4 
Denver 0 —6 —T 
Wichita 2 —1 
Kansas City —ll —10 
St. Joseph —8 —16 —6 
Oklahoma City —1 —7 —il11 
Tulsa —4 —ll1 —17 
Dallas District .............. 2 —6 —9 
IY. sacteiniteeme 8 —13 —16 
Fort Worth —8 ril2 14 
Houston ...... 1 —4 —ll 
(CF EE 3 —8 --1 
San Francisco District. —* —5 —I10 
Los Angeles Area ...... —10 -—5 —15 
ET © cncietrendenesinenetesiie --2 —2 
San Francisco 2 —l 
3 —12 —12 
Salt Lake City —15 —13 
III. | Sentscotiintintitinenensonen —6 —3 


*Not Available. 
rRevised 


Kelly Joins Thermoid 


Fred J. Kelly, 


manager 
division, 


formerly sales 
of American Brakeblok 
American Brake Shoe 


Co., has been appointed special ac- 
count executive for Thermoid Co., 


Trenton, 


N. J. 


CHICAGO 7, 


Dry Proofing 


A major cause of defective plates found in high 
speed color rotary printing is “‘dry’’ proofing. We are 
not guilty of this practice because we adhere to every 


specification required by publishers. 


600 WEST VAN BUREN STREET 
ILL. 


STate 


Process Plate 


Specialists 


2-5367 


Display Makers 
to Launch First 
Nationwide Study 


‘Readership’ of Window, 
Interior Displays to 
Be Checked in Stores 


Cuicaco—The display indus- 
tries’ first full-fledged study of the 
“readership” power of displays 
will get under way shortly in de- 
partment stores of a dozen major 
cities, one each in each of the 12 
Federal Reserve districts. 

Results of the study, which is 
part of a continuing research pro- 
gram, will be announced at the 
mid-December meeting of the Na- 
tional Association of Display In- 
dustries in New York. 

Albert Bliss, president of Bliss 
Display Corp., New York, and 
chairman of NADI’s research com- 
mittee, told ADVERTISING AGE that 
several stores have already been 
lined up for the program and the 
list will soon be completed. The 
committee is picking one popular- 
price, promotion-minded retailer 
in each city; data will be collected 
on both window and interior dis- 
plays, and will be completed by 
Nov. 1 in order to classify the 
material in time for the December 
session. 


= Members of the association were 
in Chicago last week for their 
fifth annual “Display Market 
Week.” There were fewer exhibit- 
ing manufacturers this year, but 
the 104 who displayed their new 
fall and Christmas lines needed a 
record amount of Palmer House 
space. Close to 3,000 buyers were 
expected to view the offerings, 
and although order-taking got off 
to a slow start, officials were 
pleased with the traffic and con- 
vinced that sales would be “good.” 

The group’s research program, 
Mr. Bliss said, will be based on the 
pilot study conducted in Troy, N. 
Y., last year by Howard M. Cowee, 
School of Retailing, New York 
University, and will cover all 
phases of display. It will measure 
sidewalk circulation in an effort 
to determine the average number 
of pedestrians who stop and “read” 
a window display, and also will 
cover interior selling. 


@ Each of the cooperating depart- 
ment stores offers a 100% loca- 
tion, he added, and observers will 
count the number of passers, stop- 
pers and lookers before four to 
six windows of each store during 
a full shopping week. With Profes- 
sor Cowee again directing the vis- 
ual merchandising study, clockers 
will measure the traffic in both 
directions, the peaks and valleys 
of sidewalk traffic, the number of 
men and women pedestrians, etc. 
Research supervisors will work 
with off-duty police and firemen 
wherever possible, to reduce the 
possibility of error involved if less 
qualified clockers were employed. 

Products in the display windows 
will be unadvertised goods, the 
committee head declared. Nation- 
ally-known products will be used, 
of course, but will get no adver- 
tising support during the test week. 
Then sales records will be com- 
pared for the preceding week, test 
week and following week after 
the merchandise is changed. Sales 
figures also will be related to Fed- 
eral Reserve district figures. 

In some cities, the same stores 
will be used to check the interior 
selling power of displays. “Best 
sellers” will be tested in this divi- 
sion of the study, using the same 
kind of techniques, etc. 


w The association has voted only 
$10,000 for the 1949 study, but the 


The pilot study, published by Pren- 
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TIE-UP—Lewis & Conger, New York housewares store, makes much of its sleep 


shop, and recently displayed these nightca 


ps, with a nice tie-in for Park & Tilford 


committee has found department 
stores willing to cooperate 100% 
in arranging displays, taking care 
of some of the detailed work, etc. 


tice-Hall, Inc., New York, will be 
followed by a subsequent volume 
in its “Visual Merchandising Re- 
search Series,” covering findings 
of the nationwide program. 

Sylvan Freund, retiring pres- 
ident of NADI, said that while 
costs of materials and labor are 
still high, industry members are 
keeping prices at as low a level 
as possible, and values definitely 
are greater. Traffic, he said, was 
“very gratifying.” 

L. J. Charrot, president of L. J. 
Charrot Co., New York, was elec- 
ted president of the association for 
1949-50. Mr. Freund, completing 
two terms as head of the group, 
will serve as chairman during the 
coming year. 


Whirlpool Promotes Two 


LeRoy W. Howard, regional sales 
manager, has been appointed sales 
promotion and advertising man- 
ager of the Whirlpool division of 


LeRoy Howard 


Jack Sparks 


Nineteen Hundred Corp., St. Jo- 
seph, Mich., manufacturer of home 
laundry equipment. Jack D. Sparks, 
in the sales department, has been 
named assistant sales promotion 
and advertising manager. 


WOW-TV Going on Air 


Station WOW-TV, Omaha, will 
begin telecasting on Sept 1. Test 
pattern telecasts will begin about 
the middle of this month. The 
Omaha Electrical Council is spon- 
soring a series of five-a-day tele- 
vision previews in the air-con- 
ditioned Greyhound bus depot. 
Free tickets are distributed by 
Omaha appliance dealers. Eleven 
makes of receivers will be in op- 
eration at the preview. 


Lustron Names Matheson 


W. A. Matheson has been ap- 
pointed general manager of sales 
of Lustron Corp., Columbus, O., 
manufacturer of porcelain enamel 
steel homes. Prior to joining Lus- 
tron, he was executive vice-pres- 
ident of Eureka Williams Corp., 
Bloomington, Ill. Mr. Matheson 
was president of the Williams Oil- 
O-Matic Co. before its merger in 
1945 with the Eureka Vacuum 
Cleaner Co. 


Adequate Sales Force 
Needed, Ayers Tells 
Detroit Sales Club 


Detroit—“Continued prosperity 
and full employment depend not 
on lower prices or increased pro- 
duction, but on an adequate na- 
tional sales force, which is now 
woefully undermanned,” said Wal- 
ter C. Ayers in taking over the 
presidency of the Detroit Sales 
Executives Club. 

Mr. Ayers, executive vice-pres- 
ident of Brooke, Smith, French & 
Dorrance, succeeded Fred A. Kai- 
ser of the Detroit-Michigan Stove 
Co., as club president. Other of- 
ficers installed were: J. C. Doyle, 
Ford Motor Co., lst vice-president; 
John C. Reber, Procter & Gamble 
Co., 2nd vice-president; Gordon 
Fearnley, American Credit In- 
demnity Co., treasurer, and Will- 
iam F. Horsch, Pittsburgh Metal- 
lurgical Co., secretary. 

Mr. Ayers declared that it takes 
an adequate sales force to keep 
the consumer buying enough goods 
to maintain high level production 
and employment. He has inaugu- 
rated through the sales executives 
club a monthly “recharger”’ course 
for salesmen. 

The agency executive estimated 
that without sales stimulation 
Americans will purchase only 60% 


of the nation’s potential produc- 


tion. “Only astute advertising and 
competent selling can put the other 
40% of the production in the hands 
of the consumer,” Mr. Ayers as- 
serted. 


Completes Recording Plant 


With the completion of a $500,- 
000 kinescope recording plant at 
KNBH, Hollywood, NBC will soon 
begin recording shows for use in 
other areas. Now scheduled for au- 
dition transcriptions are the Den- 
nis Day show and Jack Carson 
Ralph Lovell, formerly with the 
network’s New York engineering 
development group, will be in 
charge of the new plant. 


U.S. Printing Names 3 


John Lambie has been named 
manager of the eastern divisio: 0! 
United States Prifting & Li! 10- 
graph Co., making his headqu.rt- 
ers in Mineola, L. I. Gerald Mur- 
phy has been made manage: 0 
the western division, with he 1d- 
quarters in Cincinnati, and A 5 
Nusbaum has been appointed m an- 
ager of the southern division \ ith 
headquarters in Baltimore. 


Dunbar Glass Names Reine ‘k¢ 


Dunbar Glass Corp., Dunbar W. 
Va., has retained J. 'O. Rein: cke 
& Associates, Chicago, indus ‘ial 
designer, as product styling 0 
sultant. 
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Push ‘Freedom’ 
Broadcast, AAW 


Urged at Parley 


Consul General Starts 
Prize for Best Plan; 
Kirschner Heads Group 


VANCOUVER—The Advertising 
Association of the West, which has 
done a good job for the West and 
for democracy, ought to do even 
more by broadcasting western 
ideas to less enlightened peoples, 
Alfred W. Klieforth, U. S. consul 
general, urged AAW members at 
the 46th annual convention here 
last week. 

Such a program would cost a 
considerable sum, Mr. Klieforth 
admitted. He suggested the idea 
might be stimulated, however, by 
launching a contest for the best 
plan, and he plunked down $50 to 
start the prize money. His con- 
tribution was followed by another 
$50 from Sen. Stanley McKeen, 
who represented Canada at the 
session. Another $100 was added 
to the proposed prize almost im- 
mediately, and AAW officials 
promised to give the proposal 
careful consideration. 

Later the Vancouver consul 
general, who represented the U. 
S. at the convention, told ApvER- 
TIsING AGE: “Suggest a plan for a 
broadcast to non-democratic peo- 
ples on our conception of democ- 
racy.” 


s Gilbert L. Stanton, Boise, Ida., 
AAW president, delivered the key- 
note speech on the 1949 conven- 
tion’s theme, “Building a Greater 
West Through Better Advertis- 
ing,” and speaker after speaker 
elaborated on various segments of 
the same plan, always with ex- 
uberant support of the West and 
complete confidence in advertis- 
ing’s capacity to deliver real re- 
sults. 

Paralleling the same thought, 
Dr. George S. Benson, Harding 
College president, won a standing 
ovation for his plea for an in- 
sistent devotion to freedom of en- 
terprise. Dr. Benson has accepted 
AAW’s invitation to conduct a 
‘Freedom Forum of the West” at 
the Santa Maria branch of the 
University of Southern California 
July 11-15. 

Herbert Kirschner, head of 
Kirschner Advertising Agency, San 
Francisco, was elected to succeed 
Mr. Stanton as AAW president 
during the coming year. Mr. 


H. Merilees 


H. Kirschner 


Kirschner, who had served as sen- 
or vice-president of the associa- 
‘ion during the past year, will take 
‘ver his duties in August, along 
With the following officers: Senior 
Yice-president, Harold Merilees, 
bublic relations director, British 
Columbia Electric Railway Co., 
Yancouver; vice-president at large, 
Lorn; S. Moitoret, Honig-Cooper 
Co, Seattle; secretary-treasurer, 
‘ed L. Stromberger, West-Mar- 
lls, Los Angeles, and executive 
(ce- resident, Charles Collier, San 
Francisco. 


"Los Angeles was chosen as the 
'950 convention city, and Denver’s 
fivitation for 1951 was received. 
Pan Jose bid for the next mid- 


WINS FIRST AT AAW—First award in the poster art contest, which was a feature of 

the Vancouver, B. C., convention of the Advertising Association of the West, went to 

this Standard Oil Co. design. Left to right are: John Cuddy, Californians, Inc.; 

Eleanor Lyons, Roos Bros.; Lewis Spall, artist; Jack Brashear, Sacramento agency 
head, and Walter Warde, art director of Foster & Kleiser. 


winter conference. Spokane is ask- 
ing for the convention in 1952 and 
Reno wants to be the locale in 1952 
or °53. 

The Max Schmidt Memorial 
Award for the best outdoor poster 
went to Standard Stations, Inc., 
for a poster designed by artist 
Lonnie Bee, San Francisco. 

In the Western Transit Advertis- 
ing contest for car cards, a San 
Francisco Ford dealers’ card was 
declared the winner in the manu- 
facturers’ and utilities’ division; 
“Hildegarde,” entered by the Mark 
Hopkins Hotel, San Francisco, took 
first in the services’ division; the 
Wells Fargo Bank & Union Trust 
Co., San Francisco, was judged 
tops in the financial division; the 
Berkeley Chamber of Commerce 
won in the retail classification, and 
Trend, Purex Corp. cleanser, was 
judged the grocery products di- 
vision and sweepstakes winner. 

In a new direct mail advertising 
contest, Station KNBC, San Fran- 
cisco, won top honors, while the 
First National Bank, Boise, won 
in general newspaper advertising. 
Orbach’s, Los Angeles, won first 
in retail advertising among cities 
of 50,000 or more population, while 
the Tucson Biltmore was first in 
cities of less population. 


@ The radio award for the best 
commercial went to Regal Pale 
beer, entered by NBC, for which 
copy was prepared by Abbott 
Kimball Co. First award for the 
best spot announcement went to 
KFXB, Nampa, Ida., which won 
the Vancouver Advertising Club’s 
award of a hand-carved stone 
totem pole. Charles A. Storke, 
Santa Barbara News-Press, chair- 
man of the awards committee, pre- 
sided at the “Meet the Champs” 
awarding of prizes at the final ses- 
sion. 

The 1,500 delegates and their 
wives journeyed to the University 
of British Columbia at noon Mon- 
day for a “Christmas in June” 
frolic. Guests were greeted by 


‘|Scottish Pipers with jingle bells, 


a Santa Claus and Christmas-style 
luncheon fare. 


National Comics Group 
Figures for June Given 


Figures for Naticnal Comics 
Group publications were omitted 
from the magazine linage tabu- 
lation which appeared in the June 
20 issue of AA. The group’s Red 
unit carried 4,247 lines or 11.2 pages 
in June as against 5,013 lines or 
13.3 pages last year. The Blue 
unit carried 3,491 or 9.2 pages in 
June, as against 4,536 lines or 12 
pages, last year. Together, the 
two units carried 7,738 lines in 
June, or 20.5 pages, as against 
9,639 lines or 25.5 pages last year. 

For the year to date, the Red 
unit has carried 19,367 lines or 
51.2 pages, as against 20,243 lines 
or 53.3 pages last year. The Blue 
unit has carried 14,941 lines or 
39.2 pages, as against 16,632 lines 
or 44 pages last year. The com- 
bined totals are 34,308 lines or 
90.5 pages this year, as against 
36,965 lines or 97.5 pages last 
year. 


HERBERT F. LEWIS 

New YorK—Herbert F. Lewis, 
59, who retired in 1946 after 30 
years’ service with Reuben H. 
Donnelley Corp., the last 18 years 
as eastern manager of the com- 
pany’s direct mail division, died 
June 29 at New Rochelle Hospital. 
He was recognized as an authority 
on direct mail advertising and 
promotion and was one of the 
founders of the Mail Advertising 
Service Association. 


W. T. GRIFFIN 

New YorkK—William T. Griffin, 
51, founder, publisher and editor 
of the New York Enquirer, a 
weekly newspaper published Sun- 
days, died June 28 at his home 
here. A native of Wheaton, IIL, 
he became a publisher in boyhood 
when he got a small press and 
began printing the Young Amer- 
ican Golfer. At 16 he went to 
Washington and worked on the 
Seattle Post-Intelligencer, and la- 
ter in Chicago with the Hearst 
organization. In New York he be- 
came vice-president of the Am- 
erican Press Association, and in 
1926 founded the Enquirer, a 
paper devoted to sports, politics, 
theatrical news and personalities. 


HARRY MOSIER 

Cuicaco—Harry Mosier, adver- 
tising manager of Dearborn Sup- 
ply Co., Chicago, died here June 
29. For many years prior to his 
association with Dearborn, Mr. 
Mosier had been with the John 
Budd Co., newspaper representa- 
tive, and was president of the 
company when he resigned in 
1934. 


R. W. CLASSEN 

CHIcAGO—R. W. Classen, media 
director and office manager of 
Glenn, Jordan & Stoetzel, died 
of a heart attack June 29, follow- 
ing an illness of several weeks’ 
duration. 

Mr. Classen, who was 61, was 
formerly advertising manager of 
Taylor Coal Co., Chicago, and 
served 14 years as midwestern 
space representative of Traffic 
World. He joined the agency in 
September, 1943, when it was still 
Evans Associates. 


MILO R. LITTLE 
Cuicaco—Milo R. Little, 51, 
executive vice-president and 


treasurer of Commercial Illustra- 
tors, Inc., died June 29 of a heart 
attack. He handled color photog- 
raphy work for many agencies 
here, as well as color catalog work 
for the major mail order com- 
panies with headquarters in Chi- 
cago. 


AUGUSTUS T. SEARS 
Cuicaco—Augustus T. Sears, 75, 
secretary-treasurer of Sears & 
Ayer, radio station representative, 
died June 29. Mr. Sears, who had 
been associated with the radio in- 
dustry for the past 22 years, was 
formerly western manager of 
Scientific American and the old 
Philadelphia Public Ledger. 


ABP Reiterates 
High Standards 


for Promotion 


Statement Made After 
22 Papers Have Resigned 
From Association 


New YorK—Resignation of three 
more papers from the Associated 
Business Publications, issuance of 
a statement by the executive com- 
mittee for guidance of the pro- 
motion committee, and appoint- 
ment of committee chairmen oc- 
curred during the past week. 

With the resignation of Show- 
man’s Trade Review, New York, 
and Manufacturing Confectioner 
and Shears, Chicago, total number 
of resignations from ABP during 
the past month are 22, Traffic 
World having resigned a week ago. 

“The publications that comprise 
ABP,” the executive committee 
states, “are operating on the prin- 
ciple of paid circulation as the 
means through which to offer 
their editorial and advertising val- 
ues to readers and advertisers. 
They do not, however, ask any 
advertiser to use their publications 
solely because of that fact. The 
advertiser is not buying adver- 
tising doctrines; he is buying the 
advertising values offered by the 
publications. 


a “On no account shall ABP pro- 
motion violate .basic principles of 
sound promotion by attacking 
other advertising media. Although 
the association has always been 
comprised of paid circulation pub- 
lications, it has always sought to 
act in the interests of business 
publishing as a whole. This broad 
interest shall continue to be the 
guiding policy of the association.” 

Arthur J. Bamford Jr., Bakers 
Weekly, chairman of the promo- 
tion committee, will be in charge 
of carrying out the policy set forth 
by the executive committee. 

Chairmen of other committees 
include: Willard T. Chevalier, 
McGraw-Hill Publishing Co. (ad- 
ministration); George Shutt, Ar- 
chitectural Forum, (agency rela- 
tions and credit); Julien Elfen- 
bein, Haire Publishing Co. (edu- 
cation); N. O. Wynkoop, McGraw- 
Hill, (finance and cost control); 
A. L. Burns, Gulf Publishing Co. 
(graphic arts); M. A. Williamson, 
McGraw-Hill, (legislation); W. J. 
Rooke, W. R. C. Smith Publishing 
Co. (member relations); Andrew 
J. Haire, Haire Publishing (mem- 
bership); Ralph Friedman, Chain 
Store Age (merchandising pa- 
pers); William Hunter, Haire Pub- 
lishing (national circulation, a 
new committee); Arnold Fried- 
man, Chain Store Age (public re- 
lations); J. S. Crane, Simmons- 
Boardman Publishing Corp. (re- 
search); Robert E. Kenyon Jr., 
Printers’ Ink, (sales advisory); C. 
B. Larrabee, Printers’ Ink, (speak- 
ers’ bureau). 


Columbia Pacific Network 
Announces New Rates 

The Columbia Pacific Network 
has issued Rate Card No. 11, ef- 
fective July 1, which makes no 
general rate increases but includes 
minor rate adjustments for some 
stations because of increased power 
and coverage. 

Wayne R. Steffner, CPN sales 
manager, explained that since pub- 
lication of the last rate card in 
May, 1947, total power of the net- 
work has increased by 64,000 watts 
daytime and 56,000 watts night- 
time. Seven stations of the group 
have better frequencies and four 
have stepped up their power. Two 
new California stations have been 
added: KFRE, Fresno, 50,000 watts 
day and night, and KXOC, Chico, 
5,000 watts daytime and 1,000 


watts nighttime. 


Circulation Men 


Talk Cost Cutting, 
Increasing Revenue 


Cuicaco—Most of the problems 
which circulation managers 
brought with them to the Inter- 
national Circulation Managers’ As- 
sociation’s 50th anniversary -on- 


vention here last week were dis- ° 


cussed in informal round-table 
sessions and around luncheon 
tables—but there was a distinct 
awareness of the necessity for 
reducing costs and increasing cir- 
culation revenue. 

James N. Shryock, managing 
director of the Audit Bureau of 
Circulations, put the general feel- 
ing into words when he declared: 
“Wholesale newspaper prices have 
increased six times since I’ve 
been in the field. I don’t believe 
that this could be repeated. Some 
other way must be found to meet 
rising costs.” 


2 A large portion of the business 
session was devoted to discussion 
of ways and means for boosting 
circulation at lower costs. Most 
of the managers agreed that the 
best method is through training of 
the newsboy delivery organiza- 
tion, offering of prize inducements 
and similar promotion stunts. A 
large display on such ideas was on 
exhibition throughout the meeting. 

Two ICMA members were 
chosen to receive the annual 
awards for the circulation mana- 
gers who have made the greatest 
contribution to circulation meth- 
ods during the year. H. Phelps 
Gates of the Christian Science 
Monitor, who has headed the col- 
lege scholarship committee for the 
past three years, was one of the 
recipients, and Jack Calvin of the 
Houston Post received the second 
award. 

Officers for the coming year, 
elected at the convention, are: 
Joseph B. Lee, Times-Union, Jack- 
sonville, Fla., president; Jere C. 
Healy, Herald-News, Passaic, N. 
J., list vice-president; E. P. 
Schwartz, Des Moines Register 
and Tribune, 2nd vice-president; 
Jack Calvin, Houston Post, 3rd 
vice-president, and L. W. McFet- 
ridge, Tulsa World and Tribune, 
secretary -treasurer. 


Round-the-World 
Delivery Boy Likes 
Hong Kong, Hawaii 


Cuicaco—“I guess I’d like most 
to go back to Hong Kong and 
Hawaii, ‘cause they look just like 
you see them in the movies,” said 
Donald R. Olson, 15-year-old Min- 
neapolis schoolboy, who recently 
completed a seven and one-half 
day round-the-world flight spon- 
sored by the Minneapolis Star and 
Tribune. 

Donnie Olson, who was intro- 
duced to the International Circu- 
lation Managers’ Association gold- 
en anniversary convention here 
last week, was chosen from the 
paper’s group of newspaper boys 
to deliver 90 cellophane-wrapped 
copies of the May 22 Minneapolis 
dailies to government officials in 
Europe, the Near East, India, Siam 
and the Philippines. 


@ Thinking back on his whirlwind 
trip, part of the dedication celebra- 
tion of the Star and Tribune’s new 
newspaper plant, Donnie said that 
he was most impressed by the 
buildings in London and the cor- 
dial people in Belgium. “They were 
so friendly,” he said, “that it was 
hard to get away.” 

The most impressive single sight, 
he continued, was a gold-encrusted 
temple in Bangkok, Siam. The out- 
side was terrific, he said, but a 
gold statuette inside “knocked me 
for a loop.” 
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NAEA Research Goes 


Well, Members Hear 


72 Market, 55 Media 
Forms Ready; Gains on 
Several Fronts Told 


New Or.LeEANs—Providing stand- 
ard market and media data forms 
as requested by the American As- 
sociation of Advertising Agencies 
is well on the way to accomplish- 


NAEA Meeting 


ment, the Newspaper Advertising 
Executives Association was told at 
its midsummer meeting at the 
Roosevelt Hotel here last week. 

Wilson Condict, national adver- 
tising manager, St. Louis Globe- 
Democrat, chairman of the agency 
relations committee, and Russell 
C. Harris, general advertising man- 
ager, Buffalo Courier-Express, 
chairman of the research commit- 
tee, reported rapid progress in this 
direction. Mr. Harris indicated also 
that, through the work of an ad- 
visory committee of market re- 
search experts representing both 
advertisers and agencies, projects 
are now being screened to assure 
acceptance of their results by buy- 
ers. 


es Mr. Condict reported progress 
in the development of a standard 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
"Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


invotce by newspaper controllers, 
as well as work on the develop- 
ment of a standard procedure 
booklet to clarify relations between 
agencies and newspapers. The Four 
A’s, he said, is resuming its an- 
nual study of changes in milline 
rates. The agency association, while 
pushing hard for general accept- 
ance of the cash discount, agrees 
that it must be earned, and ap- 
proves newspaper policy of refus- 
ing to allow cash discounts if bills 
are not paid on time, he said. 

The NAEA standard of measure- 
ment covering shrinkage of mats 
has been accepted by agencies, Mr. 
Condict said, but is not being 
closely observed by newspapers in 
practice, although 1,044 papers 
have accepted the standard. 

He reported also that agencies 
agree that many requests for tie- 
in and merchandising service are 
made on a routine basis, and news- 
papers are justified in checking 
clients to make sure the service is 
really required. 


ws Mr. Harris said that 72 stand- 
ard market and 55 media forms 
have been completed by newspa- 
pers, and that 600 papers in 458 
markets plan to issue them. In 
view of the acceptance of the 
standard form by agencies, he rec- 
ommended its use as an important 
selling tool. 

The work of the advisory com- 
mittee on research, headed by Dr. 
Vergil Reed, associate director of 
research of the J. Walter Thomp- 
son Co., New York, has been help- 
ful in screening newspaper re- 
search projects, Mr. Harris said, 
and he urged newspapers, before 
undertaking research expenditures, 
to use the facilities of this com- 
mittee. 

A research clinic composed of 
newspaper executives engaged in 
this phase of marketing will have 
its second meeting in October, and 
it too will be made use of in pass- 
ing research projects. The clinic 
group is planning to prepare three 
text books on research. 


ws The Bureau of Advertising of 
the ANPA put on a full-dress show 
of its current activities for the 


bad every. pee er s Hands a Dozen 


THE PRINCE KNIFE in Action 
is priced to fit your budget for pre- 
mium, promotional, or incentive plans. 


THE PRINCE KNIFE, new in design, new in appeal—sure 
to become an “old favorite’’ among men—is a proven 
business builder. Three positions for imprint. Choice 
of five solid colors and five two-tone combinations. 
Eastman Tenite Plastic handle. Surgical steel blade. 
Individually packed in handsome black and gold box. 


Write for discounts on The PRINCE KNIFE and other related items. 


Unsinger-AP Corporation, Toledo1l, Ohio 


benefit of the NAEA, including the 
new slide film presentation, “The 
Last Frontier of Profits,” shown 
in Chicago June 22 (AA, June 
27). 

Don U. Bridge, advertising di- 
rector, Gannett Newspapers, chair- 
man of the plans committee of the 
bureau, conducted the session on 
this subject, and presented Harold 
S. Barnes, director of the bureau, 
who said that ultimately the new 
presentation will be made avail- 
able in booklet form. 

Dent Hassinger, Chicago man- 
ager of the bureau, reported on the 
numerous requests of advertisers 
and agencies for help in solving 
their advertising and merchandis- 
ing problems, and the increasing 
number of advertisers who are 
testing newspapers in many mar- 
kets. : 


ws The use of consumer data from 
Industrial Surveys, the newest tool 
of the bureau, was described by 
Mr. Hassinger, who said: 

“Industrial Surveys operates a 
national consymer panel, in which 
families keep a°continuous record 
of all their purchases. We get sales 
reports, by classifications of prod- 
ucts, for from four to 28 geographic 
areas, depending on the frequency 
of purchase of the product under 
study.” 

Among advertisers mentioned as 
having greatly increased their use 
of newspaper advertising were 
Standard Brands, Schenley Distil- 
lers, Lennox Furnace, Westing- 
house, Admiral Radio, G-E, RCA, 
Servel, Zenith, Richard Hudnut and 
Lever Bros. (Rinso). Increased 
advertising was predicted from 
brewers, and indications were 
given that some leading farm 
implement manufacturers may set 
up a program for cooperative ad- 
vertising in newspapers with deal- 
ers. 

“Lucky Strike,” he added, “is 
back in newspapers on an every- 
daily basis, with some $3,000,000 
to be invested in ten weeks, begin- 
ning this month.” 


ws William Greene, of the bureau, 
said that in a buyer’s market bus- 
iness men will try to get more out 
of the advertising dollars they are 
already spending. “Most of us,” he 
added, “have forgotten how bad 
business is in a normal market.” 

Ted Weil, general advertising 
manager of the Louisville Courier- 
Journal and Times, told how they 
work with the local sales repre- 
sentatives of national advertisers 
to sell them on the value of their 
campaigns, using a revision of the 
bureau’s presentation, “The Great- 
est Show on Earth,” to stimulate 
interest in merchandising newspa- 
per advertising. Accordion folders, 
containing ads in the series, are 
supplied to advertisers’ salesmen, 
he said, and salesmen groups are 
addressed regularly to insure an 
effective presentation to retailers. 

Harley B. Howcott, media di- 
rector, Fitzgerald Advertising 
Agency, New Orleans, urged news- 
papers in setting up store inventory 
services to make them comparable 
with Nielsen figures, so that man- 
ufacturers will be able to use them 
in connection with the national 
and territorial Nielsen reports. He 
suggested that this might result 
in doing more product testing in 
markets where these local figures 
are available. 


# Daniel E. Moran, director of 
publisher relations, American 
Newspaper Advertising Network, 
contributed to the large volume 
of research material presented at 
the convention by showing a slide 
film summarizing the results of 
the Lazarsfeld study on reading 
versus listening. (AA, May 9). 
Dean W. Proctor, Times-World 
Corp., Roanoke, Va., urged split- 
ting food advertising between 
weekends and earlier in the week 
and said that featuring food pages 
on Monday and Tuesday will level 


SIGN UP—Signing registration cards at the NAEA meeting in New Orleans are Ear! 


Dempsey, Boston Herald-Traveler; 


Robert Drew, 


Milwaukee Journal; Robert C. 


Pace, NAEA secretary, and James R. Brumby, This Week Magazine. 


out store traffic and increase both 
sales and advertising. 

Clarence B. Hanson Jr., publish- 
er of the Birmingham News and 
Age-Herald, told the story of the 
development of the Coosa River 
Newsprint Co., Childersburg, Ala., 
as the result of the cooperation of 
members of the Southern News- 
paper Publishers Association. The 
mill will start operating in 1950, 
producing 100,000 tons of news- 
print a year, plus 40,000 tons of 


pulp, 


a Sam Bloom, advertising director, 
Dallas Times-Herald, discussed 
classified advertising, and sug- 
gested that rates be based on abil- 
ity to pay. He described the suc- 
cessful operation of the Dallas 
classified department, and said 
that their salesmen are using in- 
expensive door openers a la Ful- 
ler Brush men. 

Del Worthington, Cresmer & 
Woodward, who is vice-president 
of the American Association of 
Newspaper Representatives, spoke 
of the success of the new business 
committees of the association. 

W. E. Ellyson Jr., director of 
public relations of Miller & Rhoads, 
leading Richmond, Va., department 
store, and a former president of 
NAEA, told of the ways in which 
retailers study customers’ likes and 
dislikes in products and services 
in developing the theme, “People 
Are Our Business.” 


ws Fred N. Lowe, public relations 
director, Pittsburgh Post-Gazette, 
and president of the National 
Newspaper Promotion Association, 
made a humorous but convincing 
exposition of the duties and oppor- 
tunities of promotion men, and 
urged advertising directors to en- 
courage the heads of their pro- 
motion departments to join NNPA. 

John F. Tims Jr., vice-president 
and general manager, New Or- 
leans Times-Picayune and States, 
and Aubrey Murray, advertising 
director of the two papers, were 
hosts to the convention at a shrimp 
and beer party held at L’Enfant’s 
Boulevard Room on Monday eve- 
ning. Mr. Tims presented keys to 


the city, in the name of the mayor, 
to the officers of the association 
and distinguished guests. 
Charles P. Manship Jr., publish- 
er of the Baton Rouge Advocate 
and Times, was host to the con- 
vention on Wednesday, when the 
city and its industries, as well as 
the state capitol and university, 
were visited. The trip was cli- 
maxed with a chicken barbecue. 


NBC Institute Lecturers 
on Radio, TV Announced 


Supplementing the six-week Na- 
tional Broadcasting Co.-North- 
western University Summer Radio 
Institute, which opened June 27, 
there will be six Sunday symposi- 
ums on television, featuring Ted 
Mills, NBC central division pro- 
gram manager; Norman Felton, 
NBC television production direc- 
tor; Reinald Werrenrath Jr., NBC 
central division director of field 
operations; Ben Wampler, NBC 
television art director, and Paul 
Moore, central division engineering 
operations supervisor. 

A similar series of symposiums 
on general radio and television 
subjects will be held on Tuesday 
evenings during the _ six-week 
course. Speakers include Justin 
Miller, president of the National 
Association of Broadcasters; Al- 
bert Crews, formerly NBC produc- 
tion director, who recently had 
charge of Japanese radio, and Mac- 
lean Chandler, Leo Burnett Co., 
Chicago. 


Ad Council Names Bond 
Nelson Bond, vice-president and 
advertising director of McGraw- 
Hill Publishing Co., New York, 
has been elected chairman of the 
business paper advisory commit- 
tee of the Advertising Council, 
succeeding Edwin F. Thayer 
Kingsley L. Rice, Technical Pub- 
lishing Co., Chicago, and John 
Whalen, Haire Publications, New 
York, have been elected vice- 
chairmen of the committee. 


‘Journal’ Names Christie 
Austin F. Christie, a member of 
the Wall Street Journal’s adver''s- 
ing staff for the past nine years, 
has been promoted to midwest ad- 
vertising manager. He will super- 
vise sales in Detroit, Chicago, St. 
Louis and Cleveland, from 115 
Cleveland headquarters. 


have 65% of the BUYING POWER 
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June Exceeds May 
Listening for First 
Time, Pulse Finds 


New YorK—Despite the summer 
ence of several popular radio 
shows, the Pulse report for June 
»jports that average quarter-hour 
(s-in-use was higher than it was 
May for the first time in Pulse 


in 
history. This is true of both radio 
and TV sets-in-use combined and 


radio sets-in-use only. 

Lux Radio Theater” led the 
evening program average rating; 
Arthur Godfrey, the daytime rat- 
ne; Milton Berle, the once-a-week 
television show rating, and “How- 
dy Doody,” the multi-weekly shows 
on TV. 

The top ten evening radic pro- 


grams: 

gel ET MICE sccterennsacdinterasocqncasienboeriursan 19.9 
Suspense (CBS), Auto-Lite.................... 16.3 
Walter Winchell (ABC), Kaiser-Frazer..15.0 
My Friend Irma (CBS), Pepsodent.......... 13.5 
Godfrey’s Talent Scouts (CBS), 

LE socnenensesetnsnnirereestreesstitepeemuestinanemeeccese 12.5 
Judy Canova (NBC), Colgate................... 12.3 
Inner Sanctum (CBS), Bromo-Seltzer....12.0 
Stop the Music (ABC), P. Lorillard, 

Spiedel, Smith Bros., Eversharp.......... 11.9 
ee ER ne 11.2 
Gangbusters (CBS), General Foods........ 10.7 
Break the Bank (ABC), Bristol-Myers..10.7 


Daytime leaders for June: 
Arthur Godfrey (CBS), Gold Seal, 

National Biscuit, Liggett & Myers........ 9.7 
Helen Trent (CBS), Whitehall.................. 7.8 
Rosemary (CBS), IVOPY.........c.csccccscscsesseeeees 7.5 
Our Gal, Sunday (CBS), Anacin............ 7.4 
My True Story (ABC), Libby, McNeil, 

& Libby and Sterling ‘SE 7.3 
Grand Slam (CBS), Continental Baking 7.3 
Big Sister (CBS), Procter & Gamble.... 7.3 
Ma Perkins (CBS), Re icencisnesspisnsescosses 7.2 
Young Dr. Malone (CBS), Procter & 

Gamble 7 
Guiding Light (CBS), 5 


Top ten for Saturday-Sunday 
daytime: 


Dodgers vs. Pittsburgh (WMGM), Post 
cereals, Schaefer 6 
Junior Miss (CBS), Lever Bros................. 
Children’s Hour (NBC), Horn & 
OE EE a eee 
Yankees vs. St. Louis (WINS), 
Ballantine and White Ow/l..................... 
Dodgers vs. Pittsburgh (WMGM), 
cereals, Schaefer 
Let’s Pretend (CBS), Cream of Wheat.. 6. 3 
Make Believe Ballroom (WNEW), 


VOCUITD CIIUIEING  cesnsnsetiscicntstvcevsecsesecnssseseses 6.1 
Grand Central Station (CBS), 
PITT . cisierscreccessertinesceasanentperematscssenweeeneey 5.9 


Yankees vs. St. Louis (WINS), 
Ballantine and White Ow/...... 
The Shadow (MBS), DL&W................... 


The leading once-a-week televi- 


sion shows: 
Milton Berle (NBC), Texaco..................+ 68. 
Broadway Revue (DuMont, NBC), 
Admiral 
The Goldbergs (CBS), 7. 
Toast of the Town (CBS), Lincoln- 
BINT. ccisecahne ti dautscantiietindueitieatiindianimeanninnans 45. 
Godfrey & His Friends (CBS), 
ee ae 41 
Suspense (CBS), Electric Auto- Lite. -  » 
TV Theater (NBC), Kraft Foods..............30. 
Break the Bank (ABC), Bristol-Myers..30.8 
Fred Waring Show (CBS), General 


General Foods....4 


0 
8 
0 
0 
3 
3 
9 


IN  Sivcnciectintcnnsrsciniinnctsnbnnbicnimitenctntn mien 28.5 

4 the Music (ABC), Admiral, 
- Lorillard .......... ...25.9 

Top ten multi- weekly television 
programs: 
Howdy Doody (NBC), Mason, Unique, 

CI alicia se scntutintionitesncnsemastapntastenresusibececsaninen 1 
Giants Night Baseball (WPIX), 

eM) eer 16.0 
Small Fry Club (DuMont), General 

FOR RNID stctninicticsensretitessantancnmeniens 4.8 


Lucky Pup (CBS), Ipana, U. S. Rubber, 
Popsicle 13.7 
Kukla, Fran & Ollie (NBC), 


Fi ietiisdslatacinietnintdinnaiiel astaeese 
Roller Derby (ABC), Chevrolet................ 12.0 
Dodgers Daytime Baseball (CBS), 

ti MeO 10.7 
Camel News Caravan (NBC)...........-+ 10.5 
Bob Howard Show (CBS), various 

SP OUUIIIE -.. cdinianitncrcidinnaiitinimainadeneasntiitialiescsniie 0.4 
Six-Gun Playhouse (WPIX), Carter 

eg is, RS RE RD 


Two Join Biow Co. Statt 


_awson Fink, formerly with J. 
YW \ter Thompson Co., Los Angeles, 
é Caddie Dodge, formerly with 
J\'T in San Francisco, have joined 


+} 


‘'° Biow Co., San Francisco. 


THINGS LOOK GOOD—L. 
Newspapers, and George Steele, Philadelphia Bulletin, seem happy over prospects 
at the Newspaper Advertising Executives Association meeting in New Orleans. 


A. Knott, Chicago Sun-Times; Don U. Bridge, Gannett 


Lincoln-Mercury 
Gets Hydra-matic 
of General Motors 


DETROIT—The Lincoln-Mercury 
division of Ford Motor Co. has 
announced an intensive advertis- 
ing campaign to back the addition 
of the Hydra-matic automatic 
transmission to the Lincoln and 
Lincoln Cosmopolitan automobiles, 
beginning this week. 

A deal was completed whereby 
the Hydra-matic transmission, a 
development of General Motors 
Corp., will be made available to 
Lincoln owners as a factory-in- 
stalled extra. 

The advertising drive will stress 
that Lincoln owners may now drive 
without shifting. The ads will ap- 
pear first in The New Yorker, 
Newsweek, The Saturday Evening 
Post and Time and later in a 
broadened list. 

In addition to the magazine 
drive, 1,300 newspapers will be 
used throughout the nation, and 
radio spots will be used exten- 
sively. A departure in Ford ad- 
vertising also will see the Lin- 
coln Hydra-matic sales message 
appearing on the “Ford Radio The- 
ater.” 


s In announcing that the Hydra- 
matic would be added to Lincoln 
models, Benson Ford, vice-pres- 
ident of the Ford Motor Co. and 
general manager of the Lincoln- 
Mercury division, said: “To the 
proven duality of the 1949 Lincoln 
and Lincoln Cosmopolitan cars, we 
have added a proven automatic 
transmission, the Hydra-matic, 


. which is backed by millions of 


miles of operation.” 

The statement was unique since 
the millions of miles Mr. Ford 
spoke of were put on by users of 
his competitor’s product, General 
Motors’ Oldsmobile, Pontiac and 
Cadillac. 


ws Joseph E. Bayne, Lincoln-Mer- 
cury general sales manager, has 


g| announced that the division’s 21 


sales districts have been grouped 
into four regions to effect a closer 
tie-up with dealers and factory. 
Henry B. Daniels, recently super- 
visor of L-M districts, will be west- 
ern region sales manager at Los 
Angeles. Managers of the midwest- 


540 N. MICHIGAN AVE. 


‘a | 


185 N. WABASH AVE. 


111 E. DELAWARE ST. 


410 N. MicHiGh™ 


ern region at Chicago, eastern re- 
gion at New York and central re- 
gion at Detroit will be appointed 
later. 

Mr. Bayne said Mercury autos 
are slicing deeper into the medi- 
um-price field. June shipments 
totaled 16,000 units, he said, and 
will probably total more than 21,- 
000 this month, a record for Mer- 
curies, which were first intro- 
duced in 1939. 


Hotels Deliver 
Papers by ‘Copter 
to Incoming Ships 


New YorK—Passengers on the 
New York-bound Italia, a Home 
Lines ship, were startled last Sun- 
day morning while cruising up 
New York harbor, when a heli- 
copter hovered over the deck and 
dropped 200 copies of the New 
York Herald Tribune. 

A sticker on each copy of the 
newspaper told the travelers from 
Europe that “this copy of the New 
York Herald Tribune was delivered 
through the courtesy of the Hotel 
Astor,” or Ritz Carleton hotel. 
Each paper had an alternating 
sticker. 

These two New York hotels ex- 
pect to continue this promotion as 
soon as arrangements with other 
steamship lines are completed. 


Publishes Two New Catalogs 


The Committee on Consumer 
Relations in Advertising, New 
York, has published a catalog, 
“Business Sponsored Educational 
Films,” containing a list and de- 
scription of 1,000 of the latest 
motion picture and slide films. A 
companion catalog, “Business 
Sponsored Educational Materials,” 
also has been issued. This catalog 
lists and describes all types of edu- 
cational aids other than motion 
pictures and strip films. 


Fights Cost-per-Inquiry 

The Southern California Broad- 
casters’ Association has voted to 
oppose in principle the selling of 
radio advertising on a cost-per- 
inquiry basis, and to cooperate 
with the National Association of 
Broadcasters to educate adver- 
tisers and agencies on the long- 
term value of buying time by the 
rate card. 


McConnell, Eastman Names 3 


David Ritchie, formerly with 
Stovel Press, Montreal, has been 
appointed senior account execu- 
tive of McConnell, Eastman & Co., 
Montreal. Maurice Roper, produc- 
tion manager for the past two 
years, has been named creative 
director, and Walter Morris has 
been appointed production man- 
ager. 


RKO Pathe Promotes Adams 


M. Clay Adams has been named 
manager of the commercial and 
television department of RKO 
Pathe, New York, succeeding Phil- 
lips Brooks Nichols, who resigned. 
Mr. Adams joined the company 
in 1941 as manager of the West 
Coast office of RKO Pathe News. 


Howard Publishing 
Company’s Founder 
Dies in Chicago 


Cuicaco—Phil A. Howard, 
founder and president of Howard 
Publishing Co., died June 24 of a 
heart attack. Mr. Howard, who 
was 70, was well known in the pa- 
per industry for more than 30 
years, and was one of the founders 
of the Paper and Twine Associa- 
tion, trade group devoted to the 
wrapping paper industry. 

The Howard company, which 
publishes five trade publications, 
was launched with the monthly 
American Paper Merchant in 1920. 
Four years later Mr. Howard added 
the annual Source of Supply Di- 
rectory. American Paper Convert- 
er, another monthly publication, 
was started in 1933. The company 
purchased American Boxmaker, 
packaging field monthly, in 1945 
and started the American Box- 
maker Directory last year. 


WILLIAM PROSSER 


CARMEL, CAL.—William T. Pros- 
ser, 68, senior partner in the Se- 
attle advertising agency, Strang 
& Prosser, died June 26 of heart 
disease. He had lived here since 
1947. 

Mr. Prosser had been city edi- 
tor of the Seattle Times and Post- 
Intelligencer and managing edi- 
tor of the American, Bellingham, 
Wash. In 1911 he left newspaper 
work to join with the late Fred 
Strang in forming a new adver- 
tising agency. 

The agency name continues un- 
changed. 


RAYMOND J. SCHROPP 


LEBANON, Pa.—Raymond J. 
Schropp, treasurer and general 
manager of the Lebanon News 
Publishing Co., publisher of the 
evening Lebanon News, died June 
22 of a heart attack. He was 69. 


Named to Planning Board 
Milton Adler, formerly vice- 
president and sales manager of 
Worcester Knitting Co., has joined 
Alfred J. Silberstein, Bert Gold- 
smith, New York, as a member 
of the planning board and new 
business development staff. 


Appoints Silton Brothers 

Yankee Maid Products has 
named Silton Brothers, Inc., Bos- 
ton, to handle its advertising and 
merchandising. Plans include a 52- 
week newspaper campaign tied in 
with a dealer program. 
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‘Ledger-Enquirer’ Gets WSAC 

The Ledger-Enquirer of Colum- 
bus, Ga., amnounced last week 
that it is acquiring the fixed as- 
sets of WSAC, Mutual’s Columbus 
outlet. With approval of the Fed- 
eral Communications Commission, 
the Ledger-Enquirer will con- 
solidate WSAC with its existing 
station, WGBA, and shift WGBA 
to WSAC’s frequency. 


KRLD-TV to Bow Oct. 1 


KRLD-TYV, Dallas, owned by the 
Dallas Times Herald, is expected 
to go on the air Oct. 1. The sta- 
tion will be the exclusive outlet 
for all Columbia Broadcasting Sys- 
tem television productions in the 
Dallas-Fort Worth area. 


Bond Joins J. L. Hudson 


William B. Bond, formerly ad- 
vertising manager of Maas Broth- 
ers department store, Tampa, Fla., 
has joined J. L. Hudson Co., De- 
troit department store, as assistant 
advertising manager. 
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AFL and NAM Resume 
ABC Programs July 5 


The American Federation of 
Labor will begin its annual six- 
month cycle on the American 
Broadcasting Co. on July 5 at 
10:30 p.m. and the National As- 
sociation of Manufacturers will 
return to the network for another 
13-week series the same evening 
at 10:45 p.m., in the special time 
periods set aside by ABC for labor 
and management to air their views. 

The AFL news series, “As We 
See It,” will feature Jim Crowley, 
newspaper reporter, interviewing 
persons in the news and union 
members. The NAM series, “It’s 
Your Business,” will feature Earl 
Bunting, managing director of the 
NAM. 


Piedmont Names Zlowe 


Piedmont Shirt Co. has ap- 
pointed Zlowe Co., New York, to 
handle advertising of Wings shirts. 
The company is dropping network 
radio and is expanding efforts in 
magazines and in cooperative 
newspaper advertising with re- 
tailers. 
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Make Promotion 
More Effective, 
NRDGA Is Told 


(Continued from Page 1) 
chandise does not meet their qual- 
ity standards, and they want to 
buy a new auto, go on a trip, buy 
more savings bonds or deposit 
more money in a savings account 
at the bank.” 

“Do not try to cure a sick de- 
partment with increased advertis- 
ing expenditures,” he asserted, “no 
matter how much the merchandise 
manager or buyer clamor for more 
advertising. We have never heard 
of a sick department’s being cured 
with just more advertising.” 


s According to Louis Banks, visual 
merchandising director, The White 
House, San Francisco, department 
stores have an opportunity to in- 
crease sales by boosting the aver- 
age individual sale; elimination of 


'| waste in the fall and winter selling 


season; keeping all best sellers in 


‘|stock, and dropping non-produc- 


tive sales personnel. 
One of the more important issues 


: discussed during the two-day ses- 


sion was whether or not to go all- 
out in building seasonal and special 
campaigns. Harold K. Melnicove, 
director, merchandise presentation, 
Hecht Co., Washington, called on 


department store personnel to put 


1949 Christmas ideas together and 


f|wrap up a display program now. 


However, Robert J. Powderly, 


; sales promotion director, Kresge, 


Newark, declared: ‘Much _ too 
much emphasis is placed upon 
storewide sale events at the ex- 


)|| pense of getting business every day 
i}in the year.” 


we He singled out “anniversary 


& | sales, spring sales, harvest sales 
\}and ‘founder’s whiskers’ sales” for 
S| special mention. 


“We in our store,” he said, “are 


llasking ourselves some questions 
|| these days on just how much these 
i}stunts actually pay off, and these 


questions are usually based upon 


5 just three things: (1) Actual sales, 


(2) good will for our customers, 
and (3) good publicity for our 
store.” 

Mr. Powderly also called for 
more cooperation between mer- 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watts 


KXOK, St. Louis 


630 on the dial 
A “John Blair" station 
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chandising and departmental sales 
staffs. “In smaller stores,” he said, 
“I believe it’s the responsiblity of 
the advertising manager—just as 
much as it’s his responsibility for 
producing productive advertising— 
to see that sales people concerned 
with a promotion be as well in- 
formed as he is, even at the 
expense of duplicating the depart- 
ment head’s responsibility.” 

In his talk at the Tuesday pub- 
lic relations session, Lew Hahn, 
NRDGA president, opposed the 
tendency to attempt to convince 
consumers that retail profits are 
modest. “This is natural enough,” 
he said, “because retail profits 
have so often been misrepresented. 
As a result, many retailers picture 
the public as believing that some- 
thing like 25 cents out of every 
consumer’s dollar stays with the 
store as net profit, instead of the 
three and a fraction cents which 
the surveys show.” 


es “Actually, however,” he said, 
“T can see very little sense in our 
association, at this time, carrying 
on any campaign on that point. I 
feel that the public is not inter- 
ested in retail profits. Some mem- 
bers of the public doubtless would 
be glad if the retailer made no 
profit but, by and large, the public 
is merely interested in the final 
price at which merchandise may 
be purchased.” 

Speaking on retail television, M. 
J. Markowitz, vice-president and 
sales promotion manager, Alex- 
ander’s Department Stores, New 
York, declared: “Thus far, TV has 
been unable to produce the mass 
results of a newspaper ad, but most 
of that has been due to the tendency 
of retailers to use this new medium 
for prestige. 

“Because TV is basically enter- 
tainment with a short dose of ad- 
vertising, it perhaps will never 
replace the straight commercial 
message of a newspaper ad and, 
consequently, never have its direct 
productiveness. But this may 
change as more sets are put into 
more homes and the views of 
storekeepers change accordingly.” 


es “How much,” Mr. Markowitz 
asked rhetorically, “does a televi- 
sion program cost in comparison to 
newspapers and radio? At the 
moment, in the New York market, 
a half-hour TV program costs 
approximately the same as a full- 
page ad in the Times or Daily News 
—depending upon the cost of pro- 
duction, the time, the station, etc. 

“A radio program would cost a 
little less, again depending on the 
same conditions. TV spots run 
from $100 to $250 for time, and $500 
to $5,000 for the cost of providing 
a movie short to cover that time. 
Does it pay? I feel that as a sole 
means of bringing people into your 
store it does not compare with 
newspapers and never will. But if 
it means stealing a page away from 
15 or 20 other pages a week, it can 
give an extra impetus to the re- 
maining pages that will make them 
far more productive.” 

Walter L. Dennis, radio and tele- 
vision director, Allied Stores Corp., 
New York, declared his belief that 
“the so-called syndicated field in 
television will be enormously more 
important to the local advertiser 
than in radio. Many film companies 
today are preparing or beginning 
to prepare entertainment motion 
picture films which may be pur- 
chased and sponsored by local re- 
tailers at low cost. Within a few 
years there will be hundreds and 
thousands of film presentations 
from which the retailer may choose 
when he wishes to sponsor pro- 
gramming on television, as well as 
‘live’ material.” 


Anti-Cay Bows July 17 

Purex Products, Baltimore, 
will introduce its Anti-Cay am- 
moniated dentifrice wafer and 
powder in New York July 17, 
rather than July 10 as first planned 


(AA, June 27). 
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CINCIAMA GUESTS—Wolly Wolcott of Successful Farming; C. M. Robertson, Ralp! 

H. Jones Co., and Sam Levy, Associated Advertising Agency, enjoy the annuc! 

Cinciama party given by magazine and farm publication space salesmen who cove: 

the Cincinnati area. The event was held in the Pavilion Caprice of the Netherland 
Plaza. 


Boost Personnel, 


Research, Home 
‘Ecs’ Advised 


More Experts Needed, 
AHEA Head Points Out; 
Much Data Still Sought 


San Francisco—Production of 
more and better trained personnel, 
and expansion of research to less 
well developed fields, offer “the 
frontiers of 1949” for home eco- 
nomics, Marie Dye, president, told 
members of the American Home 
Economics Association at the 40th 
annual meeting here last week. 

There are unfilled positions in 
all fields in which home economists 
are employed, Miss Dye declared. 
Various fields of business offer op- 
portunities, she said, and in ad- 
dition there is a growing need for 
high school teachers, more college 
teachers, home agents and spe- 
cialists in extension work. “Many 
dietetic and institution manage- 
ment positions are open, and have 
been for many months,” she said. 

Fundamental research is needed 
to expand the frontiers of knowl- 
edge in home economics and “the 
opportunity is here for the asso- 
ciation to stimulate research in the 
less well developed fields,” she 
said, citing these examples of the 
dearth of research in some areas: 


a “What do we know of the rea- 
son for the selection of a par- 
ticular item of clothing? To what 
extent do the needs of families 
determine the design of houses? 
Not only home economists and the 
32,000,000 homemakers of the U. 
S. but business and industry as 
well, want and need the answers 
to such questions and many others. 
That the results will be used is evi- 
denced by the rapidity with which 
industry and builders are using 
the kitchen planning findings of 
Cornell University and the Bu- 
reau of Human Nutrition and 
Home Economics published a little 
over a year ago.” 

Miss Dye, who is dean of the 
School of Home Economics, Mich- 
igan State College, East Lansing, 
said the association now boasts of 
its largest membership in history, 
with 19,367 regular members, and 
is operating on a $200,000 budget. 
Student clubs and homemakers’ 
groups are working with the asso- 
ciation, and 51 affiliated state and 
territory associations are carrying 
on active programs. 


ws Ardenia Chapman, dean of 
Drexel Institute of Technology, 
Philadelphia, said the _ school’s 


— 


College of Home Economics placed 
70 home economics students for 
professional work in 39 different 
business organizations during the 
fall term of 1948 under a coop- 
erative plan of study and work. 
More business men are realizing 
the value of this plan, she added, 
and many of the graduating stu- 
dents return to the companies for 
which they have worked part time. 

Florence Fallgatter, head of the 
Home Economics Education De- 
partment at Iowa State, was named 
president-elect of the association. 
She will succeed Dean Dye at the 
1950 meeting and will serve a two- 
year term as president. 


Hallicratters to Sell 
Via Regular Jobbers 


Hallicrafters Co. late this sum- 
mer will begin selling a new line 
of six TV receiver sets through ap- 
pliance distributors, the first time 
Hallicrafters has sold to regular 
distributors. “In electing to se! 
Hallicrafters TV through appli- 
ance distributors, we are choosing 
what we believe the broadest 
course to the ultimate consumer,” 
said Hollie J. Sherwood, genera! 
sales manager. 

The company has previously 
sold sets to a few large retailers 
direct, and it does a large private 
brand business. W. J. Halligan, 
Hallicrafters president, recently 
described private brand business 
as a manufacturer’s “best plus 
— gimmick” (AA, June 


Allen Haynes Appointed 


Allen Haynes, formerly with the 
Canadian National Railways pub- 
lic relations department, has been 
named director of publication rep- 
resentation for Press Representa- 
tives, division of John N. Hunt & 
Associates, Vancouver, B. C. 


Stickel Sells DuMont Sets 


Walter L. Stickel, former man- 
ager in charge of the RCA Victor 
division of Leo Meyberg Co., Los 
Angeles, has been appointed na- 
tional sales manager for receiver 
sales division, Allen B. DuMont 
Laboratories, New York. 


NADA Elects Deo Director 


The National Automobile Deal- 
ers Association has elected Rob- 
ert Deo, general counsel of the 
NADA since 1944, as managing 
director of the grotip, succeeding 
Robert W. Kneebone. 


Joins Texas Engineering Co. 
Sydney H. Carter, formerly en- 
gineering editor of American Avi- 
ation, has been named advertising 
and sales promotion director of 


Texas Engineering & Mfg. 0. 
Dallas. 
Prints 18-Page Ad 

The Chicago Tribune today 


(July 4) carries the largest ad- 
vertisement it has ever run—an '8- 
page insertion by L. Fish Furni- 
ture Co., Chicago retailer. 
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CBS Signs Wynn 
for TV; Also Gets 
St. Nick’s, Bigelow 


New YorK—Columbia Broad- 
casting System was busy again 
last week signing new radio and 
television contracts. The network 
got veteran comedian Ed Wynn on 
an exclusive contract for a weekly 
video progtam beginning next fall. 
The program will be presented as 
a kinescope film recording on 
WCBS-TV, Hollywood, and the 
CBS television network. No spon- 
sor has been announced. 

CBS also signed with Madison 
Square Garden, New York, for AM 
and TV rights to all bouts from 
St. Nicholas Arena, which is con- 
trolled by the Garden, plus out- 
side championship fights, effective 
next fall. All broadcasts and tele- 
casts will be sponsored by one 
company, which has not been re- 
vealed, 


s Bigelow-Sanford Carpet Co. will 
switch its television show starring 
Dunninger, the mentalist, and ven- 
triloquist Paul Winchell, from 
NBC to CBS next fall. 

Until now on NBC-TV, Thurs- 
day night at 9:30-10, Bigelow’s 
program will be off the air after 
July 7 until fall, when it will be 
televised on CBS-TV at 9-9:30 
p.m., EST. 

The Buick Olsen and Johnson 
show, now in the NBC Tuesday 
night period regularly occupied 
by the vacationing Milton Berle, 
will move to the NBC-TV Thurs- 
day 9-10 p.m. spot next fall. 

Young & Rubicam is the Big- 
elow-Sanford agency and Kudner 
Agency handles the Buick show. 


CBS LAYS OFF 150 


New YorK—Columbia Broad- 
casting System will dismiss 150 
employes this week as part of a 
plan to cut operating expenses 
10%. The economy move, which 
will be spread throughout CBS’ 
nationwide operations, is not at- 
tributed to gloomy radio predic- 
tions but to high TV operating 
costs. 

American Broadcasting Co. re- 
cently laid off about 90 employes 
and National Broadcasting Co. 
about 80. 


ARSR Board Suggests TV 
Rates Be Changed Each Year 


The board of directors of the 
National Association of Radio Sta- 
ions Representatives, New York, 
has recommended to its members 
the adoption of a television rate 
uarantee period of not more than 
he year. The move was made by 
ARSR as a result of the various 
ropositions which are being sub- 
nitted to TV stations. 

The association stated that this 
‘clon is aimed not to retard tele- 
‘sion by imposing upon its stand- 
hrds of practice which originated 
n AM broadcasting, but out of 
onsideration for the interests of 
elevision station owners, who will 
‘best be served by resisting pres- 
ure to give rate guarantees for 
tore than a period of one year.” 


tural] Net Changes Name 


Broadeasting Corp. of America, 
'vevside, Cal., has changed the 

of its California Rural Net- 
re to the Broadcasting Corp. 

“merica’s Rural Network. The 
om vany’s national sales and net- 
por. sales offices, under Vice- 
lent Gene Williams, have 
i ‘ransferred to the San Ber- 
‘40 division offices. 


texc'] Boosts Carithers 


Fe . T. Carithers has been ap- 
Nicd director of the Rexall 
‘on of Rexall Drug Co., Los 
+" ®s. For the past six years 
as been general Sales mana- 
' * position to be filled by 


VO! 


eof doe mth now man- 
e pac ici 

eva tment, packaged medicine 
€ 


ct fd _Mr. Carithers will 
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Last Minute News Flashes 


Y&R Adds Lipton’s Canadian Account 


Toronto—Lever Bros. Ltd. has named Young & Rubicam to handle 
Canada advertising for Lipton tea and Lipton noodle soup. Activity on 
the Lipton tea account will begin at once, while the noodle soup radio 
and publication schedules will start this fall and Jan. 1, respectively. 
Y&R already handles U. S. advertising for the accounts. 


Block Tests Amm-i-dent Toothpaste 

Jersey Ciry, N. J.—Block Drug Co. is testing Amm-i-dent am- 
moniated toothpaste in eight eastern cities with full-page newspaper 
ads and radio in some markets. Ads for the paste will break nationally 
within a month. Cecil & Presbrey, New York, is the agency. 


Nu-Enamel Reorganizes Sales Program 


Cuicaco—Nu-Enamel Corp. is now reorganizing its sales, merchan- 
dising and advertising programs and has inaugurated a series of sum- 
mer campaigns in selected distributors’ territories. The company, 
through its new agency, Mitchell-Faust Advertising Co., Chicago, also 
is conducting a number of test promotions in-several markets prepar- 
atory to launching a nationwide drive later this year. 


Group Asks to Buy WLIB from Mrs. Schiff 


New York—New Broadcasting Co. July 1 filed an application with 
the Federal Communications Commission for purchase of WLIB, New 
York (1,000 watts) from Mrs. Dorothy Schiff, station owner and pub- 
lisher of New York Post Home News Publishing Co., for $150,000. 
Harry Novik, merchant, entering radio for the first time, is the major 
stockholder. Program policy will mainly service two groups—English 
speaking Americans of Jewish descent and more than 1,000,000 Negroes 


living in New York City. 


Colgate Hides Details of New Type of Dentifrice 


Jersey City, N. J.—Colgate-Palmolive-Peet Co. refused comment on 
reports it will shortly launch a newspaper campaign for a new tooth- 
paste which has some of the properties of ammoniated dentifrices but 
does not contain ammonium. Chain drug companies have been alerted 
for the promotion, but have not been told details. “Just watch the news- 
papers,” said a C-P-P executive, in declining confirmation. 


American Tobacco 
Names A. R. Stevens 
Advertising Manager 


New YorK—Albert R. Stevens 
has been appointed advertising 
manager of the American Tobacco 
Co. effective Aug. 15. Since 1946, 
he has been director of advertis- 
ing and sales promotion of Na- 
tional Dairy Products Corp. V. 
John Borr will continue as assist- 
ant advertising manager of Amer- 
ican Tobacco. The position of ad- 
vertising manager has been va- 
cant since the resignation over a 
year ago of S. L. Weaver Jr.; now 
vice-president and director of ra- 
dio and television of Young & 
Rubicam. 

Mr. Stevens became advertis- 
ing manager in 1941 of Sheffield 
Farms Co., New York, and three 
years later he became sales man- 
ager of National Dairy, in charge 
of midwestern operations. 

His successor at National Dairy 
has not been chosen. 


Best Foods, Dutfy-Mott to Air 
‘Hollywood Screen Test’ 

Best Foods, Inc., and Duffy- 
Mott Co., New York, will begin 
sponsorship of “Hollywood Screen 
Test” on a cooperative basis on 
seven ABC television stations, 
with total time and talent cost in- 
volved in the two separate con- 
tracts in excess of $200,000. 

Best Foods will sponsor the pro- 
gram beginning Sept. 3 on WJZ- 
TV, New York, for 52 weeks, Sat- 
urdays, 7:30-8 p.m., on behalf of 
Hellmann’s mayonnaise and Nucoa 
margarine. Benton & Bowles, New 
York, is the agency. Duffy-Mott 
will begin sponsorship of the show 
on six ABC-TV stations starting 
Sept. 24 and for 52 weeks, pro- 
moting apple juice and jellies. 
Young & Rubicam, New York, is 
the agency. 


Kirkman Joins Red Star 

James A. Kirkman, former vice- 
president and director of sales 
and advertising of Welch Grape 
Juice Co., has been appointed gen- 
eral sales manager and director 
of advertising of Red Star Yeast 
& Products Co., Milwaukee. 


Roy Milligan Retires 

Roy S. Milligan has retired as 
assistant manager of the San 
Francisco marketing department 
of Standard Oil Co. of California. 
He will be succeeded by Charles 
G. Wood. 


Aha, That Gallup! 
He Picks ‘em Good 
North o’ The Border 


New YorK—Last week Joe Di- 
Maggio returned majestically to 
his accustomed role on the 
Yankees, and gave Boston its 
worst shelling since the British left 
the Hub. 

Farther north, another champ 
was readjusting his laurels, which 
had hung somewhat awry since 
he was horsecollared in the Tru- 
man memorial handicap. 

The Institute of Public Opinion 
and George Gallup announced last 
week with appropriate flourishes 
that the Canadian Gallup poll 
was accurate within 1.2 points in 
the general election June 27. 

The headline of Public Opinion 
News Service declared, “Test of 
Polling Accuracy Met in Canadian 
Election,” and featured a picture 
of a smiling Gallup. Canadian poll 
takers took full advantage of the 
lessons of the 1948 U. S. elections, 
the report said, including the 
necessity of rechecking close to 
election. 

“No poll has ever claimed in- 
fallibility ... Poll takers do claim, 
however, that the sampling poll 
provides a more accurate gage 
of what people think than any 
other method yet devised,” the re- 
lease concluded. 

DiMaggio told sportswriters his 
old injury wasn’t bothering him; 
Gallup’s obviously was. 


‘Southern Agriculturist 
Changes Format, Printing 

With the October issue, Southern 
Agriculturist will adopt a new type 
format, with body in Times Roman 
and heads in Bernhard, and will 
print on new presses in the Koko- 
mo, Ind., plant of Cuneo Press, 
providing full flexibility of bleed 
pages and full-color pages, as well 
as flexible positions for four-color 
inserts. Paper stock will be im- 
proved and delivery to readers will 
be advanced from one week to 15 
days. 

The new printing facilities and 
type dress follow adoption of a 
new editorial concept in 1947 and 
circulation increases which have 
provided a _ substantial “bonus” 
for advertisers. 


Searcy Moves Offices 

Searcy Advertising Agency, Port- 
land, Ore., has moved to 1932 S.W. 
Water Ave. 
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FINEST CIGARETTE LABORATORY 


PAYS MORE—Typical of American To- 
bacco’s two-a-week, ten-week campaign 
designed to convince consumers that 
Lucky Strike pays more to produce a 
finer cigaret is this ad boosting Amer- 
ican’s cigaret laboratory. Almost every 
English language daily is on the schedule 
for the $2,500,000 promotion, through 
Batten, Barton, Durstine & Osborn, New 
York. 


‘N. Y. Times, 
4 Other Dailies 
Leave ANAN 


(Continued from Page 1) 
start, the New York Times re- 
signed effective Jan. 1, 1950. As 
for its reasons, all it would say 
was that, “As the biggest adver- 
tising medium in New York...we 
believe we can deal more satis- 
factorily with advertisers and their 
agencies if we deal directly with 
them,” and that its withdrawal 
should not be construed as criti- 
cism of ANAN. 

The other four papers resigning 
had nothing further to say. Thomas 
J. Cochrane of the New York 
News, ANAN president, and Ed- 
ward D. Madden, executive vice- 
president, said no comment on the 
resignations would be made until 
after next Thursday’s meeting. 


ws Rumors said the St. Louis Post- 
Dispatch would also resign, but the 
New York manager, J. V. Am- 
brose, told AA, “We have not re- 
signed and we do not expect to 
resign.” 

Last November, five newspapers 
—Atlanta Journal, Dayton News, 
Louisville Courier-Journal, New 
Orleans Times-Picayune and Nor- 
folk Virginian-Pilot—‘decided not 
to rejoin” the network. Several 
others since have left. In March, 
the Arkansas Democrat, Little 
Rock, and Fort Worth Star-Tele- 
gram joined. 

ANAN was developed to gain 
additional weekday linage for dail- 
ies in principal markets by grant- 
ing advertisers volume and con- 
tinuity discounts for their use of 
certain basic or sectional groups. 
Although lacking members in some 
major markets, it has vigorously 
promoted the plan and spent an 
estimated $1,000,000 for sales, re- 
search, promotion and organization 
efforts. It is said to have signed 
70 advertised products in three 
years and to be operating in 1949 
at a $7,500,000 to $10,000,000 vol- 
ume basis. 


Re-Clean Appoints Cayton 
Re-Clean, Inc., New York, home 
dry cleaner, has appointed Cay- 
ton, Inc., New York, to handle a 
$500,000 campaign to begin in 
New York within three weeks. 
Radio and television spots, plus 
full-page newspaper ads will in- 
troduce the product in New York. 


Richardson Joins KPDQ 
William Richardson, formerly 
with Station KWJJ, Portland, Ore., 
has been appointed commercial 
manager of KPDQ, Portland. 
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Pepsodent Mail-Out 
Gets Ammo Powder 
in Stores in Week 


Cuicaco—Having achieved na- 
tional distribution in a single week 
by the simple—but unusual—pro- 
cess of mailing a quantity of its 
ammoniated tooth powder to every 
drug store in the United States, 
Pepsodent division of Lever Bros. 
Co. is ready for a promotional 
splash on the new product. 

Distribution was achieved last 
week. Promotion will start with 
announcements on the company’s 
radio programs, and with the 
breaking of co-op advertising in 
various cities, this week. It will 
be supported strongly by Pepso- 
dent’s own advertising in various 
media, but definite plans are still 
in a state of flux. 

The mail-out method used to 
achieve simultaneous and almost 
instantaneous national distribution 
for the product was not a give- 
away. Dealers in each case were 
billed for the merchandise they 
received, and Pepsodent is confi- 
dent that they will keep it—and 
sell it. 


s Pepsodent is relatively slow in 
getting its ammoniated entry into 
circulation, but believes it was 
worth holding up, since the powder 
is said to be pure white in color and 
practically indistinguishable in 
taste from the regular Pepsodent 
powder, while others are yellowish 
and in many cases not too pleasant 
to taste. The product carries the 
seal of the University of Illinois. 

In the meantime, first shipments 
of Iodent No. 1 and Iodent No. 2 
ammoniated paste are reported to 
have reached dealers. The product 
does not carry University of Illi- 
nois approval. Practically every 
leading dentifrice manufacturer 
has developed an ammoniated 
paste by now, but most are hold- 
ing off introducing the product be- 
cause they are not satisfied with 
it. The University of Illinois thus 
far has not given approval to any 
paste. 

Trade sources report that the 
various ammoniated products have 
already cut themselves in for 
about 14% of the estimated $80,- 
000,000 dentifrice market. With 
the entry of well-known brands in- 
to the field, with products selling 
at the same price as their regular 
brands, most trade authorities feel 
that the field ultimately will 
stabilize with relatively little 
change, however. 


K&E and Borden 
Change Mole Hill 


into Mountain 


Mote Hit, W. Va—The 93 
residents of this southern town 
will suddenly find themselves liv- 
ing in Mountain, W. Va., after this 
week. They’re not moving. Their 
town, Mole Hill, is being made 
into a Mountain. 

What started out as a publicity 
gag on Borden Co.’s “County Fair” 
program on CBS has been de- 
veloped into quite an occasion, in 
which the town and townspeople 
will benefit. 

Kenyon & Eckhardt’s publicity 
department has gotten the interest 
and support of West Virginia of- 
ficials and has promised road re- 
pairs on the town’s only thorough- 
fare, probably to be christened 
“Elsie Highway.” 

Changeover ceremonies will be 
on the July 9 broadcast of “County 
Fair.” 


Drops ‘Esquire’ Account 


Doherty, Clifford & Shenfield, 
New York, has resigned the Es- 
quire-Coronet acccount. Schwim- 
mer & Scott, Chicago, handles ra- 
dio circulation advertising for 
Coronet. 
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Coke Bottlers 
Importance Told 
hy Felix Coste 


New Or.eans—The importance 
of the great army of Coca-Cola 
bottlers in integrating the product 
into the background of daily liv- 
ing of all Americans was heavily 


NAEA Meeting 


underscored by Felix W. Coste, 
vice-president in charge of ad- 
vertising of the Coca-Cola Co., in 
addressing the Newspaper Adver- 
tising Executives Association here 
last week. 

He pointed out that more than 
1,000 bottlers, operating with 20,000 
salesmen working through more 
than 1,000,000 retail outlets, repre- 
sent the merchandising and dis- 
tributive drive of the company. He 
urged newspapers to increase their 
efforts with their local bottlers, 
since he said that many of them 
are not as well sold on newspapers 
as other media. 

“We have many bottlers who 
have used newspaper advertising 
consistently and in great quantity 
for many years, and they will con- 
tinue to do so,” he said. “But we 
also have bottlers who do not ad- 
vertise in daily newspapers, and 
whose experience and knowledge 
of the function of newspaper ad- 
vertising is insufficient and frag- 
mentary. The understanding by our 
bottlers of the function and value 
of newspapers as an advertising 
medium is inferior to their knowl- 
edge of other media—for example, 
posters and point of sale.” 


ws Mr. Coste described the success 
of a merchandising plan whereby 


WE ARE LOOKING FOR 
THE BEST COPY WRITER 
IN THE LAND! 


® Some of our editors have a way 
with words—others make with the 
ideas and have increasingly less 
time for word music. And so, we 
want a real copy writer . . . one 
who can take on an important 
share of our editorial writing. 
Perhaps we want direct mail copy 
experience or editorial experience 

. we think we want someone 
who has written hard-hitting mer- 
chandise-selling copy on agency 
accounts. 

The salary will be good. How- 
ever, we insist that you state in 
your first letter what you think 
you are worth. 

We understand that “samples” 
are not applicable to the job in 
mind, but we do want to see sam- 
ples of what you have done. 

Please do not telephone. Inter- 
views will be arranged only after 
receipt of background data and 
samples. All replies will be held 
in strict confidence. 


Address replies to Jean Austin, 
Editor, AMERICAN HOME 
MAGAZINE, 444 Madison Ave- 


TIME OUT FOR COKE—Felix W. Coste (center), vice-president and advertising di- 


rector, Coca-Cola Co., one of the featured 


ing in New Orleans, chats with Aubrey F. 


and Harold V. Manzer, Worcester 


speakers at the newspaper ad execs meet- 
Murray, Times-Picayune and States (left), 
Telegram-Gazette, NAEA president. 


one newspaper helped a_ bottler 
to promote a campaign by en- 
couraging dealers to erect mass 
displays of Coca-Cola. Checks of 
actual sales proved the success of 
the idea and resulted in news- 
paper advertising becoming an 
integral part of that bottler’s pro- 
motional activity. While the Coca- 
Cola Co. is a large user of news- 
papers, through Metropolitan 
Group, The American Weekly and 
This Week Magazine, he urged 
newspapers to work closely with 
local bottlers to attain maximum 
representation. 

In discussing the growth of the 
great distribution system built by 
Coca-Cola, Mr. Coste said: 

“Time was when Coca-Cola was 
sold in only a few places, originally 
at fountains, then as the bottle 
came into being, in ball parks and 
at a few public events. 

“Gradually, over the years, its 
distribution spread to drug stores 
and to the grocery stores along 
Main street. With the introduction 
of the carton its use spread into 
the home. With the introduction 
of motoring, it began to be sold at 
service stations, so that today mo- 
toring and Coca-Cola go together. 


ws “Again, during recent years it 
was introduced to a few factories. 
Now you will find it in thousands 
of industrial plants, so that the 
custom of ‘working refreshed’ is 
rapidly becoming universal. This 
process has taken place not only 
in America, but throughout the 
world. 

“In other words, we must con- 
tinually search for fresh means to 
achieve new meaning for our prod- 
uct with the public. Today ‘the 
pause that refreshes’ is trans- 
lated into endless activities—into 
‘shop refreshed,’ ‘drive refreshed,’ 
‘work refreshed,’ ‘play refreshed,’ 
‘listen refreshed’ and ‘refreshing 
hospitality.’ These, our newer and 
more specific advertising themes, 
cultivate and nourish our integra- 
tion in the public mind, and keep 
our product before the people in 
new and gracious ways that in- 
crease their understanding of Coca- 
Cola and in turn provide us with 
continuous and profitable growth.” 


ws Mr. Coste described the problem 
of maintaining trademark iden- 
tification and the efforts his com- 
pany is making to protect its rights 
to the use of “Coca-Cola” and 
“Coke” as trade names. 


| nue, New York 22, New York. 


“Coca-Cola is in the perhaps 
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unique position of having not one 
trade name, but two,” he said. 
“Now the trademark ‘Coke’ some- 
times causes us difficulty. We 
sometimes see it printed in news 
and editorial columns without a 
capital ‘C.’ There then follows an 
amiable request from us calling 
your attention to the fact that it 
is a trademark, and as such it 
should be spelled with a capital 
letter. Sometimes, to the editorial 
office, this seems like a childish 
request. Actually, it is a request 
that the law and the Lanham Act 
require us to make. 


a “One of the elemental differ- 
ences between America and other 
countries is not only free enter- 
prise and a free press, but readily 
identifiable goods of known value 
made by known manufacturers ac- 
cording to known standards at 
known prices. The basis of our 
economy lies in the faith created 
by the close identity between 
American goods and their mak- 
ers. 

“A trademark is simply a de- 
vice for designating the source 
of a piece of merchandise. It is 
a designation of source which 
makes it easy for a customer to 
repeat a purchase if he finds it 
satisfactory, or to complain to the 
maker if he does not. It is one of 
the corner stones of our business 
and social structure. 

“The public itself increasingly 
recognizes this. You have only to 
bear in mind the sudden public 
rush to purchase trademarked 
goods after the war to realize it.” 


Shifts Vacuum Sales Staff 

Distillation Products, Inc., East- 
man Kodak subsidiary, Rochester, 
N. Y., manufacturer of high vac- 
uum pumps, gages, stills and coat- 
ing units, has promoted Alvin H. 
Hartman, New York sales repre- 
sentative, to vacuum equipment 
division sales manager. Carl W. 
Herrmann, coordinator of vacuum 
equipment sales, has been named 
eastern area sales representative 
of the vacuum equipment division. 


Promotion Aids Boosted 
General Electric has issued a 
new publication, “The AcSellera- 
tor,” to present sales promotion 
aids and ideas for the company’s 
radio and television dealers. The 
first issue of the four-page paper 
contains suggested window dis- 
plays, folders, stuffers and ban- 
ners which are available, and sam- 
ples of national advertising sched- 
uled for June, July and August. 


Aldens Issues Summer Flier 
Aldens, Inc., Chicago, has is- 
sued its final summer clearance 
sale flier, containing reductions up 
to 50% in all lines of merchandise. 
In addition, the 120-page book pre- 
sents preview specials from the 
coming fall and winter catalog. 


KXOC to Begin Broadcasting 
Station KXOC, Chico, Cal., CBS 
affiliate owned by Sacramento 
Broadcasting Co., will begin broad- 
casting Aug. 1. Ted Hall, formerly 
with KXOA, Sacramento, has been 


Government Controls 
on Charge Accounts, 
Time Payments End 


WASHINGTON—Government con- 
trols over charge accounts and in- 
stalment credit expired Thursday, 
leaving retailers free to sell on a 
“nothing down” basis if they 
wish. 

Repeatedly, the administration 
asked renewal of credit control 
authority, but Sen. Burnett May- 
bank (D., S. C.), said his bank- 
ing and currency committee is no 
longer interested in legislation 
with an “anti-inflation” label. 

Federal Reserve Board’s recent 
survey of consumer spending plans 
reported that credit sales are be- 
coming increasingly important as 
wartime savings funds diminish 
(AA, June 20). 

Recent Federal Reserve studies 
of credit show, however, that the 
dramatic increases of the first two 
postwar years tapered off during 
1948. 


ws Charge account sales cf all re- 
tail establishments rose by an esti- 
mated $3.7 billion or 16% during 
1948. Instalment sales increased 
$2.9 billion, a gain of 34% but only 
half the rate of expansion of each 
of the two preceding years. 
Charge account transactions rep- 
resented 20¢ of the retail sales dol- 
lar in 1948, compared with a 1945 
low of 16¢ and a prewar level of 
23¢. Instalment sales represented 
9¢ of each dollar, compared with 
a prewar 13¢ and a wartime low 
of 4¢. Cash sales were 71¢ of each 
dollar last year. 
Total credit dollar volume was 
$38 billion, approximately double 
the prewar high of 1941. The in- 
stalment sales total of $11.4 billion 
was 61% above the prewar high. 
The charge account total of $26.6 
billion was 108% over 1941. 


HOME GOODS LITTLE 
AFFECTED, NRFA SAYS 


Cuicaco—Death of federal credit 
control “has no major business 
significance in the home goods 
field,” the National Retail Furni- 
ture Association said last week. Its 
credit executives division predicted 
that down payments and instal- 
ment time limits on most home 
goods will remain about the same. 
“A few stores may adopt credit 
policies on major household ap- 
pliances to accommodate individual 
purchasers requiring special terms, 
but, in general, term requirements 
on major household goods pur- 
chases have already been liberal- 
ized to prewar credit standards,” 
the association said. 

Terms on home goods now are 
approximately the same, on the 
average, as those which prevailed 
before the war when no credit con- 
trols were in effect, NRFA spokes- 
men said. Since April 27, home 
goods items under $100 have been 
exempt from any control, with 
terms being arranged between pur- 
chaser and seller. 


EXCISE TAXES CHIEF 
WORRY OF JEWELERS 


CuicaGo—Federal excise taxes, 
not credit controls, are still the 
chief concern of credit jewelers. 

Ben L. Sacks, executive secre- 
tary of the Jewelers Association of 
Greater Chicago, said ending of 
federal controls on_ instalment 
credit last week will have little 
effect on credit jewelers generally. 
It may stimulate more trade for 
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the larger jewelry houses whi }) 
also offer customers radio sets a: 4 
appliances. 

Business in this field is held back 
largely, he said, by the 20% excise 
tax, on which are piled such sta‘e 
levies as Illinois’ 2% sales ta: 
Like credit controls, the excise w 
a wartime levy; efforts to dislod, 
it, and put jewelers, furriers, dr; 
and cosmetic retailers on a mo: 
competitive basis with other me. - 
chandisers have failed thus far. 
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APPLIANCE MEN STILL 
IN FIGHT: SIMPSON 


Cuicaco—Wide-awake app! - 
ance and radio-television deale,s 
who watch their operating costs 
carefully and use good, hard-hit- 
ting merchandising tactics will be 
able to meet their competition 
despite abolition of credit restric- 
tions, Cliff Simpson, managing 
director of the National Appliance 
& Radio Dealers Association, de- 
clared last week. 

The majority of retailer-mem- 
bers of the association have, since 
the first of the year, voted twice 
in favor of retention of some lim- 
ited credit controls (AA, May 30). 
Mr Simpson pointed out, how- 
ever, that a substantial number 
“were equally adamant about the 
dangers of too much control over 
business.” 

Most frequently cited reason for 
retention of Regulation W among 
the NARDA members was that of 
permitting fair competition with 
mail order, chain and large de- 
partment and furniture _ stores 
which are able to discount their 
own paper. Many had expressed 
fear that competitors in these 
fields might offer consumers such 
terms as nothing down and three 
years to pay. The average dealer 
can’t compete with those terms, 
Mr. Simpson said, because his 
bank won’t discount that kind of 
paper. 


Five to Rothman & Gibbons 


Rothman & Gibbons, Pittsburgh, 
has been retained to handle the 
advertising of Simplex Faucet Co.. 
Cleveland, manufacturer of fau- 
cets and allied equipment; Ruco 
Sales Equipment Co., manufac- 
turer of heating and air purifica- 
tion equipment; Multiply Print- 
ing Co., maker of rotary printing 
presses; Metaline Corp., manufac- 
turer of standard steel food and 
beverage equipment, and United 
College Fund of Pittsburgh. 


Hair Fixative Introduced 


Nestle-LeMur Co., Meriden, 
Conn., has introduced its new hair 
fixative, called Spraze, and will 
promote it nationally with inser- 
tions throughout the summer in 
Chain Store Age, Charm, Dell 
Modern Group, Drug Topics, Mac- 
fadden Women’s Group and a- 
demoiselle. Spraze is sold in a 
plastic squeeze bottle. R. T. O’Con- 
nell Co., New York, has the 2c- 
count. 


Curtis 1000 Promotes Three 


Theodore L. Hansen, eastern «'- 
vision manager and_ secreta' \- 
treasurer of Curtis 1000, Inc., !)2s5 
been elected vice-president. Hei’) 
Curtis, manager of Curtis’ Atla: ta 
plant, has been named treasu: '', 
and Elmer W. Kampff, St. P: 1, 
assistant secretary, becomes sec ¢- 
tary. 


Will Sponsor ‘Night Editor’ 


Roman Meal Co. has signe< 
sponsor “Night Editor” on the 
Columbia Pacific network, § 
day, 10:15-10:30 p.m., star 
June 26, for 52 weeks. Guild, 
com & Bonfigli, San Francisc: }5 
the agency for Roman Meal. 
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Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. 


Phone WHitehall 4-2930 ’ f 
53.59 E. illinois $t., Chicago!) °' 
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MAKES A POINT—In animated conversation at the newspaper ad executives 


meeting in New Orleans are Joel C. Harris, Kelly-Smith Co.; W. 


F. Aycock, Bir- 


mingham News; J. H. Sawyer Jr., Sawyer-Ferguson-Walker Co.; J. G. Noonan, 
Louisville Courier-Journal and Times; Loyal Phillips, New Orleans Item. 


TV, Newspapers 
Together Boost 
Sales: Jones 


(Continued from Page 1) 
than one morning paper. They also 
read on the average of more than 
one evening paper. And tremen- 
dously important is the fact that 
they read on the average of more 
than two Sunday papers. 

“Thirty-five per cent indicated 
that their interest in the sports 
page had increased, and 66% in- 
dicated that they would read their 
paper more about an event they 
had seen on television. The news- 
paper page that seems to be read 
less is the theater page, because 
television is really in direct com- 
petition with the theater. It is the 
theater. 


s “In other words, there is no 
question that these responsive tel- 
evision families, who have had 
their television sets a good long 
time, are steady newspaper read- 
ers. And if an advertiser wants 
to get the combined impact of tel- 
evision and newspapers, all he has 
to do is advertise in both. 

“To sum up, we regard tele- 
vision, as it is operating in New 
York, as a great new advertising 
medium that has come into being 
and is going to add to the suc- 
cess of hundreds of campaigns.” 

Mr, Jones expressed the opinion 
that department store and chain 
grocery advertising would not be 
practical for television because of 
the myriad items and prices which 
are usually listed in ads of this 
kind. He said that it is hard to see 
how television could perform this 
ervice for the housewife, who 
Vants to sit down and study com- 
parable offerings by different 
stores. 


ohnson Names LaRoche 


Mead Johnson & Co., Evansville, 
Und., has appointed C. J. LaRoche 


& Co, New York, as its agency. 
The ceount was previously placed 
rec! 

horles Docker Named 


iF rmont Hotel, San Francisco, 
“S \amed Charles Docker Co., San 
* Far -iseo, to direct its advertising 
‘nd oromotion. 


TIERE’S NO WASTE 
Every Reader Is 
A Young Man 


Methodist Church 
Praises Brewers’ 
and Distillers’ Ads! 


WASHINGTON—The Board of 
Temperance of the Methodist 
Church paid tribute last week to 
the “high class” advertising and 
public relations leadership exer- 
cised by brewers and distillers 
since repeal. 

“Thirty years ago, the brewers 
and distillers opposed on-coming 
prohibition by the use of money 
in blatant corruption,” the board’s 
organ, “The Voice,” observed in its 
June issue. 

“Now, much more money is be- 
ing used to buy first class brains 
for advice and leadership.” 

Long ago, the industry was sold 
on the idea that it was free to de- 
cide for itself whether it would 
have good or,bad public relations, 
the article points out. 


a “It has spent plenty of money 
and it has had its money’s worth 
in the purchase of the kind of ad- 
vice and program development 
which is staving off the day of 
reckoning. 

“Its advertising is exceptional, 
its suggestion excellent, and alert 
watchfulness over such sentiment- 
making institutions as the motion 
picture is admirable, although it 
might be employed in a better 
cause. 

“If anyone thinks anything is 
going to be accomplished which 
would be injurious to the liquor 
industry, he may be warned now 
that it may not be realized unless 
the entire church—every leading 
denomination—enlists earnestly for 
the effort.” 


Rexall Drug Forms 
Cabot Chemical Co. 


Rexall Drug Co., Los Angeles, 
has formed Cabot Chemical Co., 
an independent subsidiary, for the 
purpose of developing ethical 
pharmaceutical specialties. Opera- 
tion of a pilot plant was scheduled 
to begin July 1. 

P. K. Bates, director of Rex- 
all’s product development depart- 
ment, is president of Cabot. G. 
W. Kusserow, formerly associate 
director of product development 
for Rexall, is Cabot’s vice-presi- 
dent in charge of research. The 
new company will have its own 
research, sales and merchandising 
operations. 


Two Appoint Armstrong 


Nuclear Instrument & Chemical 
Corp., Chicago, manufacturer of 
nuclear counting, monitoring, pro- 
tection and prospecting equipment, 
and the Hodge-Farwell Co., Chi- 
cago, laundry and drycleaning 
paper products, have appointed 
Armstrong Advertising Agency, 
Chicago, to direct their accounts. 


Appoints Meyerson 


J. I. Meyerson, formerly gen- 
eral sales and promotion manager 
of the Oklahoma City Oklahoman 
and Times, has been named as- 
sistant to the publisher of the 
Daily Phoenix and Times-Demo- 
crat, Muskogee, Okla. Tams Bixby 
Jr. is publisher. 


Adman ‘X’ Says 
Lofty Principles 
Disappear Fast 


(Continued from Page 1) 
it from becoming a contest—in- 
stead, in consultation with my cli- 
ent, I established a set of cri- 
teria. These were given to the 
agencies under consideration and 
each was asked to submit a letter 
or a brief giving what evidence it 
could that it measured up to these 
criteria.” 
“What criteria?” AA asked. 


ws The agency head said the cri- 
teria were confidential and couldn’t 
be disclosed, although he claims 
they introduce “an entirely new 
method” into agency selection. 
“Suppose all the agencies in- 
volved measured up evenly -accord- 
ing to the criteria?” AA inquired. 
“I don’t know,” the agency 
chief answered, “but the fact is 
that so far the agencies haven’t 
all measured up evenly. The cri- 
teria, so far as I was concerned, 
were based on the rudiments of 
modern agency practice, but a 
number of agencies threw up their 
hands when they saw them.” 


a This Agencyman X has drawn 
some sharp conclusions from his 
experience, including the fact that 
the principles of the American As- 
sociation of Advertising Agencies 
go into the discard in a hurry 
when an account presentation is 
involved. 

“I am pretty well convinced 
that a number of Four A’s mem- 
bers simply give lip-service to 
Four A’s principles,” he com- 
mented. “For one thing, I think 
they do this because the Four A’s 
not only isn’t aware of the help- 
lessness of most advertisers in se- 
lecting agencies but hasn’t done 
anything to educate them, which 
it could well afford to do. 

“In my sincere and humble opin- 
ion,” he went on, “I believe that 
if agencies resort to circus tactics 
in soliciting business, it’s because 
they’ve discovered a good many 
advertisers aren’t reachable by a 
sound, business-like presentation. 


ws “By and large, the agencies I 
interviewed were as sincere and 
honest as they could be. But most 
agencies, I have found—including 
our own—are confused and be- 
wildered when asked to solicit an 
account because they don’t know 
exactly what the advertiser wants. 
And, usually, the advertiser does- 
n’t know, either. Also, the agen- 
cies take the best means at their 
disposal of ‘selling’ the adver- 
tiser. 

“T think if the agencies involved 
in this solicitation criticize me at 
all, it will be on the basis that I 
didn’t give them sufficient oppor- 
tunity to ‘sell’ themselves—which 
is the one element I did my best 
to eliminate entirely.” 

Well, would he do it again? 

“Probably, if asked,” the agency 
head replied. “But, I assure you, 
under an assumed name and wear- 
ing a false beard.” 


Two Name Lunke-Portman 


Durant Insulated Pipe Co., Palo 
Alto, and Pacific Sales & Equip- 
ment Co., San Francisco, have ap- 
pointed Lunke-Portman & Asso- 
ciates, San Francisco, to direct 
their advertising. Trade publica- 
tions and direct mail will be used 
by both advertisers. 


Fougera Names Agency 


E. Fougera, Inc., New York, 
manufacturer of Cal-Rinex and 


Vapex. has placed its advertising 
with Redfield-Johnstone. Spot 
radio will be used for Cal-Rinex, 
and newspapers will be used for 
Vapex in the fall and winter. 
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The Philadelphia Record, which 
a syndicate had hoped to revive 
about six months ago, is definitely 
dead and the Record building and 
most of its press equipment have 
been put up for sale. The property 
was offered for sale by Albert 
M. Greenfield, the same _ real 
estate broker who effected sale of 
the property to the Philadelphia 
Bulletin. 

Luther Harr, former treasurer 
of the Record, had announced last 
January that a syndicate he headed 
would buy the assets of the de- 
funct paper and begin publication 
of a six-day morning paper within 
60 days. Withdrawal of several of 
the financial backers from the syn- 
dicate is believed to have ended 
that possibility. 
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The Philadelphia Eagles, na- 
tional pro football champions, have 
banned the televising of their 
games during the coming season— 
but they are firm believers in the 
power of television. Al Paul Lefton 
Co., Philadelphia agency, has al- 
ready made up several spot films 
for the football club, to be used 
to sell season tickets to video set 
owners. 

James P. Clark, Eagles’ presi- 
dent, announced several weeks ago 
that they had decided against tele- 
vising of their home games. He 
protested that many season ticket 
holders had not renewed their or- 
ders because of video broadcasts. 
The Eagles’ television show was 
sponsored last year by N. Snellen- 
burg & Co. and Peirce-Phelps, Inc., 
Admiral distributors. 


From a detailed study of annual 
reports of more than 4,000 United 
States and Canadian corporations, 
Financial World has chosen 1,126 
for merit awards in its ninth an- 
nual competition. 

Among the 211 companies to re- 
ceive merit awards for the first 
time this year are American 
Woolen Co., National Biscuit Co., 
Title Guarantee & Trust Co. of 
New York, Underwood Corp., 
United Fruit Co. and Welch Grape 
Juice Co. 

Presentation of the “Oscars” 
will be made at a dinner at Hotel 
Statler, New York, Oct. 18. 

gee 


An AA staffer has collected 
$650 as out-of-court settlement 
of a damage claim based on in- 
adequate labeling of a trademarked 
cement paint. 

The staff member, using the pro- 
duct according to directions, suf- 
fered six severely burned fingers 
from the unrevealed alkaline con- 
tent of the product. 

The claim was pressed against 
both manufacturer and retailer. 
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The controlling interest held by 
the late Lord Leverhulme in Lever 
Brothers & Unilever Ltd. of Eng- 
land—which control some 300 
companies throughout the world, 


id at A SOR 8 a at 
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including Lever Brothers Co.—is 
expected to pass to his only son, 
the Hon. Philip William Bryce 
Lever. Contents of his will, how- 
ever, have not been revealed. Lord 
Leverhulme held the post of gov- 
ernor of the parent company. 
aaa 


Television set manufacturers and 
dealers in the Midwest are still 
running into the rumor that tele- 
vision tubes have caused radiation 
injuries. The American Medical 
Association has made an intensive 
investigation of the unfortunate 
rumor and found that it is com- 
pletely without foundation. The 
tubes now in use, an AMA rep- 
resentative told AA, are no more 
injurious than the luminous dial 
of a wrist watch. Only with 20” 
tubes and larger is there any pos- 
sibility of potential injury. 


Launches Clapp’s Campaign 


Young & Rubicam, Toronto, is 
directing the Canadian advertis- 
ing for Clapp’s baby cereals, prod- 
uct of American Home Foods, Inc., 
New York. The campaign is run- 
ning in a list of daily newspapers. 
John Stuart Sales Ltd., Toronto, 
is Canadian distributor. 


( Advertisement ) 


Mosler Sate Co. 
Director and Treasurer 


Edwin H. Mosler, Jr., has been elected 
a director and treasurer of the Mosler 
Safe Co., largest builders of safes and 
bank vaults in the world. Mr. Mosler, 
who is also president of the Protectali 
Safe Co., is a regular reader of The 
Wall Street Journal, as are 233,122 
other business leaders all over the 
nation. 


The Mosler Safe Co. is a regular Wall 
Street Journal advertiser. Like many 
companies — to American busi- 
ness, the Mosler Safe Co. has had “re- 
markably outstanding success in The 
Wall Street Journal.” 

“We are especially says John 
Mosler, director of advertising, “not 
only with the amount of inquiries re- 


ceived ... but also with the quality 
thereof. Most of them came from top 
business concerns throughout the 
country.” 


Yes, if you advertise to business, The 
Wall Street Journal should head your 
list. 


_ STANDARD PRESSED STEEL CO. 


At Idecd GIFT, PREMIUM OR PRIZE 
HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 


grade alloy steel... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


JENKINTOWN, PA. Box 10 
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ou brought out these facts in that talk: 


Nothing happens until something is sold’ Remember these facts— you sell the 


consumer over the retail store counter. 


“Our production is determined—by how much goods can be marketed.” 


You sell more consumers more goods 
if you have the enthusiastic cooperation 


“We are attempting to move a war time rate of production into a peace time of the retailer and his selling staff. 


rate of consumption.” Get that cooperation—and your job of 
distribution becomes not only less ex- 


pensive, but far more productive. 


“With the shift in emphasis from production to distribution the salesman has 
wee . . ” The Haire specialized merchandising 
returned to his important place in the American economy. ialiicidleinn eis ith Ganeaniaineed 


reader interest in one industry— is the 


* “The machinery of distribution faces responsibilities—and opportunities which logical way of speeding distribution 
a through intelligent, enthusiastic retail 
are the greatest we have ever known. cooperation. 
a : : ' Don’t high pressure your retailer to 
Today the retail store is the symbol of the fruits of a free economy.” stock your goods— reluctantly! 
Persuade him to work with you con- 
“Here, where the forces of selling and buying finally meet, is determined structively—to cooperate! 
how much industry will produce and how many people it will employ.” Thai's Gtheee we come ta. 


. , Ask us for information on the field )0U 
*A complete copy of Mr. Francisco's talk will be sent upon request ants tatecented in. 


| More Effective . . . because They’re More Sell-ective . . . HOUSE FURNISHING REVIEW - HOME FURNISHINGS MERCHANDISING 
Fe LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL - CORSET AND UNDERWEAR REVIEW - FASHION ACCESSORIES - INFANTS’ AND 
CHILDREN’S REVIEW - HANDBAG BUYER - LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW - COSMETICS AND TOILETRIES 
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